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CARTONS 


—that advertise 


WRAPPED IN CELLOPHANE 
COURTESY OF MODERN TISSUES 


The problem on your mind today is “Increase sales without 
additional cost.” 

Your package can be your most economical and productive 
salesman. 

An improved, modernly designed carton or label, will give new life 
to an old product or will help to start a new product off with a bang’! 


Our creative department will gladly cooperate with you in develop- 
ing a package that will add tremendous sales-pulling power. 


Without any obligation, a talk on this important subject will prove 
of great benefit. 


BROOKS & PORTER, Inc. 


CREATIVE PACKAGING ¢ LITHOGRAPHED AND PRINTED 
WALKER 


304 HUDSON STREET » » » NEW YORK 5 - 9494* 














yo HAVE built a good name on good food. People have faith in your pledge of Quality. They 
expect you to maintain it. 

Nowadays, with the constant cry of "economy" the world is in danger of forsaking the old standard 

and sacrificing quality. True economy is in the delivery of a quality product to a satisfied customer. 

To protect your pledge of quality goods, we offer our pledge of a quality wrapper. No clamor of 

false economy, has made us swerve one jot from the stand for 

quality on which we built this business, and on which public good- von JAKE nog ; 


will depends. Mm standard of quality in HARD 
times, won't be able to an- 
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© Progressive steps, urgently 
needed by the packaging indus- 
try, are being made in the ap- 
plication of the photoelectric 
cell to wrapping equipment for 
accurately registering printed 
transparent cellulose wrappers 
on packages. An article on 
this important advancement ap- 
pears on page 40 of this issue. 


® Color engravings used to 
illustrate the front cover of this 
issue, showing a representative 
group of lithographed metal 
containers, were furnished 
through the courtesy of the 
Continental Can Company, Inc. 
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National Tubes 


are Dependable Tubes! 


Collapsible tubes of Character and 
Beauty, made to the highest require- 
ments of Quality and Strength, these 
are the features of “National” tubes. 


Specializing in tin tubes, National’s 
facilities incorporate rigid inspection 
and careful processing . . . . and at 





reasonable prices. May we have the 
opportunity of quoting you? 


In addition to the regular metal cap, 
we supply molded caps in black or 
any color desired; also our patented 
“Captive Cap” which does not fall 
off when unscrewed. 


Without obligating you in any way 
we shall be pleased to submit sug- 
gestions for an attractively designed 
tube for your product. 


NATIONAL COLLAPSIBLE TUBE CO. 


Providence, R. I. 


“a 
—e New York Office—331 Madison Avenue, Telephone Murray Hill 2-1745 Ei) 
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Improved 
Packaging 
Methods 








REDINGTON 


Economical for Packaging — Cartoning — Labeling — Wrapping 


For 
Greater 
Profits 





100% Bottle Safety 


The New* Redington Machine Cartons Upjohn’s 
“Myeladol” with Practically No Breakage 


The cost and inconvenience of bot- 
tle breakage in automatic carton- 
ing has long been a bugbear to pro- 
duction executives. The Upjohn 
Company, makers of fine pharma- 
ceuticals, stopped this profit leak 


* The New Redington Cartoning 
Machines embody an entirely new 
principle in packaging engineer- 
ing. We will be happy to ex- 
plain it in more detail by letter 
or in person. 


by cartoning their new 12 oz. bottle 
of ‘‘Myeladol’’ on a New* Reding- 
ton Machine. 

On this Redington, bottles are 
not shoved into the carton as on 
all older types of cartoning ma- 
chines, with frequent resultant 
breakage. Instead, the corrugated 
protector is wrapped around the 
bottle without moving the bottle. 
The carton is then formed up and 
placed around the bottle and cor- 
rugated protector, again without 


moving the bottle. The end flaps 
are then tucked in. The bottles 
flow in and the completed packages 
flow out continuously, speedily, 
quietly. If the protector or carten 
is fed out improperly or is defec- 
tive, an electrical overload relay 
automatically stops the Redington. 
The economies of such up-to-date 
packaging machinery are helping 
company after company stand the 
gaff of shrinking sales. If your 
plant needs such equipment, keep 
in mind that— 


“If It’s Packaging—Try Redington First’’ 
F. B. REDINGTON CO., Est. 1897 110-112 So. Sangamon St., Chicago, III. 


Packaging ED Machines 
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Isn't this the box covering you have been waiting for? 


POPULAR VELVET PRINTS 


(1-7) 
Yes, this is a new Hampden Fancy Box Paper, but at a price that 
will surprise you. In a range of beautiful pastel shades it but a- 
waits your order, to grace that Depression Chaser Box you have 


been dreaming about. We believe it will do just that, but wish 


you would let us send you or your box maker Working Trial Sheets 


so you can see for yourself. 


HAMPDEN GLAZED PAPER & CARD CO. - - Holyoke, Massachusetts 











“Try it — then Buy It” 


says this original display 


Many products, particularly new ones, must be tried 
before they are bought. At the same time the retail 
package must be closely tied to the trial package so 
there is no slip between trial and purchase. 

An interesting solution to this problem, combining trial 
bottle and retail package in an attractive and effective 
display has been adopted by Norwich Pharmacal Com- 
pany for“Pepto-Bismol”. This display is made of black 
Bakelite Molded which assures permanence and a last- 
ingly attractive finish. Trademark ard a descriptive 


BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y... 
LIMITED, 


BAKELITE CORPORATION OF CANADA, 


— 


ane Se 
s@omtoctured by Bokelite Corporation Under the capital “8B” & the 


MATERIAL 


phrase as well as recesses for the bottles are molded 
in the display in one operation. 

This device should be a welcome addition to any re- 
tailer’s counters. It is unusual, is permanently attrac- 
tive and closely ties the dispensing bottle to the retail 
bottles. It should materially increase his sales of this 
product. If you make products that are sold over the 
counter, you will be interested in the attractive and 
effective display devices that are so economically made 


of Bakelite Molded. Write for Booklet 8C. 


635 West Twenty-Second Street, Chicago, Ill. 


163 Dufferin Street, Toronto, Ontario, Canada 


_—— 
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~ YOu’LL HAVE 
TO FIGHT 
TO KEEP 
PACE WITH 
Packomatic Carton Sealing Machine and Net Weight Scale in MODERN 


stalled recently at Fisher Brothers Company, Cleveland, Ohio. 
This equipment is handling 60 perfectly sealed cartons of coffee 

per minute. An outstanding feature of this machine is the 

rotating and continuous action, which warrants smooth opera- 

tion and low maintenance. 






New methods that mean economy and effi- 
ciency you can’t disregard, they are here in 
greater quantity every year, but you can utilize 
them. 


nom rn Often old methods of handling and sealing 
cartons and shipping containers cost you 
more each year than would the installation of 
Automatic Equipment. Why not make the 
additional profit? 








a <3 


Packomatic machinery means lower mainte- 


PACKOMATIC COUPON FOLDER nance costs. It is easily adjustable or converti- 
AND FEEDER, SPEED 110 PER MINUTE ble for various sizes of cartons and shipping 
This machine in addition to feeding coupons containers. 


for package inserts carefully folds them be- 
fore inserting. All operations are automatic 
and perfectly controlled by the container Let a Packomatic Engineer help you, without 


equally efficient with cartons or cans. . A z 
obligation. Write—Wire or Phone, we will meet 
you any time—any place. 


PACGCKOMATIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


Branch Offices: NEW YORK CHICAGO ST. LOUIS CLEVELAND LOS ANGELES 


Other models with speed of 60 or more per 
minute. 
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This wrapper tells the housewife 
that this product is well protected 


Housewives everywhere nowadays identify im- 
mediately a Paterson Genuine Vegetable Parch- 
ment wrapper—and know that the delicate food 
product wrapped in it is fresh and pure—abso- 
lutely protected against contamination. Because 
Paterson Genuine Vegetable Parchment is the 
commercial form of Patapar which they use 
themselves—for wrapping and cooking vege- 
tables, fish, and other things— and for protecting 
foods in their refrigerators against cross-contami- 


nation. 


Furthermore, 10,000,000 national magazine 


readers are learning about Paterson Vegetable 
Parchment through advertising which tells them 
to look for the Paterson Vegetable Parchment 
Keymark symbol on the wrappers of food prod- 
ucts they buy. On your product this Keymark 
means added customer good will, repeated prof- 
its. Paterson Parchment Paper Company, Pas- 
saic, New Jersey. Sales Branches: Chicago, San 







Francisco. 

YY Hundreds of leading brands of packaged foods now carry this 
— Keymark on their wrapper. This nationally advertised symbol of 
PATERSON wrapper protection comes in two sizes . . . 34 inch or 1 inch high. 


GENUINE 
VEGETABLE 
PARCHMENT 


It will be included anywhere on your printed wrappers, at no extra 


cost. It is a simple, effective way of telling your customers that your 








product is carefully protected. 


PATERSON Genuine VEGETABLE PARCHMENT 


Commercial Patapar 


The Insoluble, Grease-proof Wrapper for Quality Products 
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ONE SECOND ON THIS 
S&S TIGHT WRAPPER-:- 





and your packages march 
off to market tastefully 
dressed and safely sealed 





The S & S Tight Wrapping System finishes 
your packages at the rate of 60 to 70 per 
minute . . . It seals every package against 
dust and vermin. . . It prevents sifting . . . 
It gives you a permanently colorful, well 


wrapped package that will successfully 





meet any competition at the point of sale. 


Full information about the many advan- 





tages of the S & S Tight Wrapping System 
are yours for the asking. Write today. 


STOK EQQ)MITH © 


FACKAGING MACHINERY * PAPER BOX MACHINERY 
Dept. M, Frankford, Philadelphia 
British Office: 23, Goswell Road, London, €. C. 1 
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No Breakage 


A few typical products packed in Kimpak 


Atomizers 
Automobile parts 
Beads 

Compacts 
Candles 
Candlesticks 
Clocks 
Cosmetics 
Candy jars 
Cigarette lighters 
Display easels 
Desk sets 


Electrical 
appliances 


Glassware 
Gift set boxes 
Ink 
Jewel cases 
Lenses 
Mirrors 
Novelty jewelry 
Optical products 
Perfumizers 
Perfumes 
Patent medicines 
Pharmaceuticals 
Radio tubes 
Scientific 
instruments 


Kim 


REG. U. PAT. OFF. 


Spectacles 

Stuffing bottles or 
tins of tablets or 
capsules 

Silver plate 

Toilet articles 

Vanity cases 

Etc., etc., etc. 


AND FOREIGN COUNTRIES 


_ Crepe Wadding 


Rolls, sheets or pads to 
» suit your convenience 


ci >, 


Since Using Kimpak 


“You certainly have 
a great product” 


says | |) ea 
= UW 


A typical box of Billy B. Van’s Pine 
Tree toilet preparations is illustrated at 
the left, showing how KIMPAK is 
used to protect them in transit. Mr. 
Van writes further— 





“Since we have been using KIMPAK 
in our Packing Department, we have 
entirely eliminated breakage in our 
shipments of Pine Tree Products in 
Glass containers. In fact, we could hardly 
get along without it.”’ 


O YOU want to save money in packing? Do 

you want assurance your products will arrive 
without damage, clean, attractive and in perfect 
condition? 


Then investigate Kimpak. 


We will gladly send free samples without the 
slightest obligation. 


Kimpak is being used by thousands of firms to 
protect a wide variety of products. Its resilience 
cushions shocks and avoids breakage. Its downy 
softness protects beautiful finishes. It is capable of 
absorbing and holding sixteen times its weight in 
moisture, far in excess of Parcel Post requirements. 
Its sanitary appearance and absence of mussiness 
pleases your customers and stamps your product 
as super quality. Approved by express and postal 
authorities. 


Mail the coupon for free samples. 


- 


| KIMBERLY-CLARK CORPORATION, Neenah, wis. | 


Address home office or sales office at: 


122 E. 42nd St., New York City | 


| 8S. Michigan Ave., Chicago, Ill. 


| We accept your offer to send samples of KIMPAK CREPE | 
WADDING to test out under actual conditions. 


Attention 





Our product is.......... 
We are interested in: 
wide. 
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HOW 






BOSTITCH 
CAN HELP 
TO SELL 





i oor use of individual display cards is a new mer- 

chandising development in which Bostitch is 
playing an important part. Staple your product to a 
display card on which are printed the selling points 
which help the clerk to sell the product. 





For counter or window display, small articles can be 
easily stapled to self-selling display cards. A single 
staple seals the container and attaches it to the 
display card. 


Difficult tagging of articles can be simplified by 
Bostitch. Sponges are shown in the upper illustra- 
tion being labeled by the Bostitch method. 


Lower illustration shows Bostitch method being 
used in making up sanitary packages for use at soda 
fountains. 


Use the coupon below to obtain further facts about 
Bostitch—or write us a letter outlining some of your 
packaging problems and let our engineering depart- 
ment make recommendations. 


BOSTITCH 


THE MODERN METHOD OF FASTENING 


Bostitch Sales Company, East Greenwich, R. I. 
Gentlemen: Send me your special folder ‘“‘Bostitch—A Method of Fastening Many Things.”’ 


Name.... : : eR Cre AE ere eRe as Peery ances ME OS cas ficgren a iceh RO RGR Ree RR Aaa ees 
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The Most Potent Appeal 


is the VISUAL Appeal 
OF THE PRODUCT ITSELF 





SYLPHRAP © 
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Depend upon SYLPHRAP to 
unveil the “appetite appeal” and 
“eye value’ of your products 


aR on >” 


GEE Nay, 





This, in a nutshell, is the reason why sales 
invariably increase when SYLPHRAP Trans- 
parent Cellulose is adopted for wrapping prod- 
ucts sold thru retail channels. 


Because of the crystal clear transparency of 
SYLPHRAP, the merchandise is shown as 
distinctly and temptingly as though it were 
unwrapped. 


Furthermore, SYLPHRAP sanitarily seals in 


the product—keeping it clean and fresh and 
protecting it from dust, dirt and germs. 


SYLVANIA INDUSTRIAL CORPORATION 
Executive and Sales Offices: 122 East 42nd Street, New York, N. Y. 


Works: Fredericksburg, Va. 


SYLPHRAP 


Whether your product is wrapped by machine 
or by hand—or packaged in bags or envelopes— 
it will pay you to investigate the advantages of 
SYLPHRAP. 


Our Service Department can offer you many 
helpful suggestions for the most effective use of 
this material, and will gladly cooperate with 
you in solving your wrapping problems. 


Samples and further information will be cheer- 
fully furnished. 
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TUUERNFACRAGING 


opens the door 
to a vast market 


caine, show that the thirty-two leading industries in 
which packaging is a factor, spend approximately three 
billion dollars annually for packaging supplies, equipment, 
and machinery. 
To keep pace with the demands of the consuming public—the 
executives in these industries are always on the alert for new 
ideas in packaging—improved methods of filling, sealing, 
wrapping and more convenient and attractive containers. 
Over nine thousand of them eagerly scan every issue of 
MODERN PACKAGING because they know it is the only 
authoritative publication in its field—the only one that brings 
them the information they need to do a better job of packag- 
ing and merchandising. 
If you have a product that can be used to advantage by these 
manufacturers, let us show you how you can profit by con- 
centrating your sales efforts on the worthwhile concerns— 


those that do 90% of all the packaging in this country. 


Let’s talk it over. 


BRESKIN & CHARLTON PUBLISHING CORP. 
11 Park Place, New York 


MODERN PACKAGING 
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S | LVER ' is a symbol of quality—prestige—distinction. 


lt attracts and delights the eye, and creates 


On a immediate consumer acceptance. 


Package IS That it pays to use silver stamping on packages 
the Outward is proved by the increasing use of this rich ap- 


pealing form of decoration, year after year. 


Sign of 


For the best results specify Brighten Roll Leaf. It 
Inherent 


retains its richness and brilliance, and gives new 


charm to your package. 


Leading manufacturers use Brighten Roll Leaf on 
all their boxes, wraps, labels, etc., thus insuring a 


uniformly high quality and brilliance. 


We have a splendid assortment of samples for 
p p 
your inspection. Want to see them? Your request 


will receive prompt attention. 














THE H. GRIFFIN & SONS COMPANY 


Brighten Leaf Division 
65-67 Duane St., New York, N. Y. 
BOSTON: 222 Summer St. CHICAGO: 701 Se. Dearborn St. 





| Paper Courtesy Holyoke Paper Corp., New York, N. Y. 














Ir may not be logical, it may not be just, but the fact 
remains that the package means almost as much to the 
new customer as the product! After all, people have 
nothing much else to go by. But if the container looks 
smart, if the label is modern, if the closure is colorful, 
correctly designed, striking . . . they take it for granted 
that the product itself lives up to standard. 

Which is why the great majority of all molded closures 
—and hundreds of packages—are being made of Durez! 
The list of users includes virtually every famous name in 
the industry. Squibb, Barbara Gould, LaLasine, Orphos, 
Johnson & Johnson, Pepsodent, Parke-Davis, Listerine, 
Iodent, Dorothy Gray . . . these are but a handful of the 
scores of familiar, accepted, profitable names that owe 
much of their success to packaging, and much to Durez 
closures. 

Durez closures are especially desirable for many prod- 
ucts because of their high resistance to strong solutions. 
The bottles of DAG, for example, illustrated here, have 
a measuring cup made entirely of Durez—simply because 
Durez is able to stand up under the acids in the solution. 


Years of experience have enabled us to make a material 
that comes as close as is physically possible to being 
completely insoluble in the molded state! 

Strong, tough, light, Durez closures are as smooth as 
polished ebony. Because threads are molded, not cut, 
these closures screw down tightly, and release instantly. 
Leakage is prevented. . . . A wide variety of colors can 
be obtained. 

While General Plastics, Inc., does not perform the 
actual molding of the closures, but supplies the raw 
material, we can give you many suggestions for making 
your package more profitable. Write for free informa- 
tion about this material, and for a free copy of the 
monthly leaflet, “Closure News.” Address General 
Plastics, Inc., 61 Walck Road., N. Tonawanda, N. Y. 
Also New York, Chicago, San Francisco, Los Angeles. 


DUREZ 


THE PERFECT MOLDING COMPOUND 
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THESE SAMPLES ARE ALL 
00045 ALUMINUM FOIL 
No. 1. Colored, Embossed, 
Mounted, and printed. 

No. 2. Plain Foil. 

No. 3. Embossed Foil. 

No. 4. Colored Foil. 

No. 5, Wax Paper Backed Foil. 


There is a suitable foil for every 
type of package. 
















Consider, if you please, MASTER- 
METAL FOIL FIRST. No. other 


packaging medium can give you all 








TEN of its outstanding sales features. 
MASTER-METAL can be color 


printed or die-embossed in many 







sales-compelling designs, while 







affording sanitary product-protec- 





tion, all at a surprisingly inexpensive 






cost. 














MASTER-METAL can be had 

a weight proper for your product. 
We would greatly appreciate the 
opportunity to study your require- 
ments. If you will submit a sample 
of your product, or a description 
thereof, we will gladly submit designs 


and quotations gratis. 


a REYNOLDS METALS COMPANY, 
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New York City f 














7 TOUISVILLE~"—""‘CHICAGO__— SAN FRANCISCO 

















Sales Representatives in Leading Cities 
Silver ink used in printing this advertisement is made with 
MASTER-METAL ALUMINUM BRONZE POWDER, 
















STILL 


THE MOST EFFICIENT LIQUID 
FILLING METHOD 


























WIDELY USED 


IN THIS COUNTRY AND IN 


JAPAN : FRANCE : ENGLAND «- AUSTRALIA 








Since its origination, the Samco Jr. has estab- 
lished itself as the most practical and economical 
of liquid filling methods. Nothing has since been 
developed that has surpassed, or even equalled, 
its simplicity and effectiveness. The first machines 
sold are still giving uninterrupted, satisfactory 
performance. The distribution of these machines 
is world wide and the hundreds now in use are 
filling over three hundred different styles and 
sizes of bottles. 








The machine is not only ideal for the compara- 
tively small packer — but it has also been found 
extremely economical in the largest plants. Particu- 
larly where a number of changes of products and 











d in bottles are required quickly. Recently, this model 
has been enlarged so that it can now be equipped 

duct. with eight filling heads, with all metal air lines. 
the This gives the “B“ model Samco Jr. a filling speed 
of forty per minute, enabling it to be used in con- 

lire- a ee a nection with the Pneumatic Single Head Capper. 


| Write to Pneumatic Scale Corporation for addi- 
npre tional information on the enlarged Samco Jr. 


“we FILLING OVER 
300 


~ SHAPES AND SIZES NEUMATIC SCALE 
OF BOTTLES ACKAGING MACHINERY 


Standard Automatic Machine Division 


ws PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVE. 
y NORFOLK DOWNS (QUINCY), MASS. 

Branch Offices in New York, 117 Liberty St.; Chicago, 360 North Michigan 

= & Ave.; San Francisco, 320 Market St.; Melbourne, Victoria; Sydney, N.S. W. 


g 
1 


and Trafalgar House, No. 9 Whitehall, London, England 
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These Two Machines 
DO THE WORK OF 


| 16 HANDS 


If you package your product by hand in 
lined cartons—it will pay you to give seri- 
ous consideration to the great reduction in 
costs that can be made by setting up your 
cartons by these automatic machines. 


The PETERS, JR. 


Forming and Lining Machine 





is a remarkably low-priced machine that 
forms and lines cartons at the rate of 35 to 
40 per minute. One operator can produce 
as many set-up cartons with this machine 
as four operators could by hand. It pays 
for itself in 3 or 4 months, and is adjustable, 
efficient, economical. 











The PETERS, JR. 
Folding and Closing Machine 


For folding and closing the cartons, the 
Peters, Jr. Folding and Closing Machine is 
just as efficient and fast as the Forming and 
Lining Machine, and is quickly changed from 
one size carton to another. It, too, requires 
but little space and is extremely low priced. 





Write today for full information and illus- 
trated folder. 














Pim 


WS 
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PETERS MACHINERY COMPANY 
GENERAL OF FICE AND FACTORY 4700 RAVENSWOOD_AVE 
CHICAGO.US.A VLAN 
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@ The combination of harmonious colors with 
unique designs makes Ribbonette the tie for distinc- 
tive packages. 


@ Ribbonette is tying material with individuality— 
with beauty. At a trifling cost it will give your 
product a marked advantage in today’s struggle for 
attention. 


@ Many designs and widths are available—or a 
Ribbonette can be created for your own special re- 
quirements. Ribbonette has been styled for baking 
products, grocery specialties, candy, meat products, 
department stores and many other uses. 

@ Strength? Yes; all the strength of fine cotton 
yarn. Ties firmly and attractively too. 


Send for generous samples to 


try on your own packages. 


RIBBONETTE DIVISION 
CHICAGO PRINTED STRING CO. 
2319 Logan Blvd. Chicago, Ill. 


NBBONETTE 


By the Makers of Print~Ad- String. 
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“KNOWLEDGE 


is of two kinds: We know the subject 
ourselves, or we know where we can 
find information upon it.” 


—Samuel Johnson 


The PACKAGING CATALOG is prepared expressly for the 

purpose of helping you to find quickly any information 

you desire with reference to packaging—whether it pertains preskIN & CHARLTON 
to materials, methods or machinery—or the names of pyBRLISHING CORP. 
manufacturers producing supplies or equipment used in 11 Park Place, New York 
packaging. 
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OES your package challenge atten- 
tion of dealer and consumer, or are 
you still using yesterday’s can for meeting 
today’s competition? 

A package of modern design and shape, 
and with extra utility features, can exert 
a powerful influence in stimulating sales. 
Everywhere there is evidence that pro- 
ductive packages play an important part 
in modern merchandising. 

Continental places at your disposal its 
extensive facilities for the creation of cans 
and designs that challenge attention and 
build up sales. 

A Continental representative experi- 
enced in “Packaging To Sell” will be 


glad to help you with your problems. 
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WRITE—WIRE—PHONE 
The Sales Office Nearest You 


eS 


Baltimore, Md. 
3500 East Biddle St. 
Wolfe 9700 
Boston, Mass. 

131 State Street 
Hubbard 7172 
Chicago, Ill. 
4622 West North Ave. 
Spaulding 8480 
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Oakland), % © Denver East St.louis® Cincinnati 2 Cincinnati, Ohio 
San Frahdtsco % vA er & Fe 2510 Highland Ave. 
Z ' | Kansas City Réahoke Jefferson 2201 
Jan Jose G 5 j -2 Denver, Colo. 
Nashville % 3033 Blake St. 





Tabor 4261 
Detroit, Mich. 
1900 East Jefferson Ave. 
Fitzroy 3292 
Houston, Texas 
Room 910—Second National 
Bank Building 
Preston 8674 
Jersey City, N. J. 
16th & Coles Sts. 
Montgomery 5-4700 
Kansas City, Mo. 
Guinotte & Lydia Aves. 
Victor 7250 


LET AN EXPERIENCED 


CONTINENTAL 


REPRESENTATIVE HELP YOU WITH 
YOUR PACKAGING PROBLEMS... 






Dallase 
































: Se Continental Representative skilled in “Pack- Los Angeles; Calf. 
aging to Sell,” offers the knowledge and ex- = yore hig) ten 
perience gained thru many years of helping Nashville, Tenn. 

: f 500 Benton Avenue 
solve the package problems of many diversified Phone 6-6682 





° New Orleans, La. 
businesses. 521 North Scott St. 
He also offers the advantages of Continental's Galvez 4145 
: Omaha, Neb. 
large resources—38 plants strategically located 8th and Dodge Streets 
from coast to coast... sales offices in principal ene ee 
Passaic, N. J. 
cities . . . completely equipped research and 217 Brook Ave. 
é E i Passaic 3-2115 
development laboratories ...a skilled organiza- St. Louis, Mo. 
; : , . O. 1 
tion of engineers and designers—all “Partners ‘caitlin 
in the Business,” with a deep personal inierest in Wheeling, W. Va. 
P Wheeling Steel Corp. Bidg. 
serving you well. Wheeling 3900 
. . New York City, N. Y. 
You will find it to your advantage to consult a 160 Rast 42nd St. 


Ashland 4-2303 
: San Francisco, Calif. 
the sales office nearest you. 155 Montgomery St. 
Garfield 7890 


Continental Representative. Write, wire or phone 


CONTINENTAL CAN COMPANY, INC. 


; NEW YORK: 100 E. 42nd St. CHICAGO: 111 W. Washington St. SAN FRANCISCO: 155 Montgomery St. 
‘It's Better Packed in Tin’ 





Fighting that Shopworn Appearance 


Dealers have your product on their shelves. 
They’ll re-order when that stock has sold. 
That’s why the appearance—now, today—of 
those packages you wrapped months ago is 
so important to this month’s sales. 


The packages you ship this month, if 
wrapped, or filled, or sealed on Johnson 
Machines, will stand up under the necessary 
handling and many weeks later present a 
fresh inviting appearance to the consumer. 


The best insurance against shopworn ap- 
pearance is a good standard specification of 
quality cartons, waxed liners, transparent 
or waxed wrappers, plus the engineered pre- 
cision of Johnson Greater Capacity Ma- 
chines. Broken seals, wrinkled wrappers 
and loosened seams will no longer handicap 
your sales and delay re-orders. 


The many principles of design which con- 
tribute to uniform results with Johnson 
Machines are variously applied to top-and- 
bottom sealers, wax wrappers, transparent 
wrapping machines, filling and weighing 
units and the many others which Johnson 
Engineers have developed for a host of 
nationally distributed products. 


Whatever operation in your packaging 
line is calling for improvement or greater 
accuracy, tell us about it. Use the coupon 
below to secure our suggestions without the 
slightest obligation. 


JOHNSON AUTOMATIC SEALER CO., Ltd. 
Battle Creek, Mich. 


(Subsidiary of the Battie=Creek Wrapping Machine Co.) 


Send this 
Coupon - 






< O Have a representative call. 




































—in the Factory 
Before the Battle 
for Sales Begins 


An example of a _ special 
problem solved by Johnson 
Engineers was the transparent 
wrapping of envelopes and 
stationery. The machine be- 
low overcomes the bellows 
action of a pack of envelopes, 
wrapping and sealing them 
snugly. The _ dealer’s last 
package is found in good 
saleable condition just like 
the first. Put YOUR special 
problem in the same experi- 
enced hands. 










- 
- < Johnson Engineers: 
- ae What do you recommend for (name 
<— the packaging operation in which you 
=" Ge DUI a soc és ccsevccctétcveseeeeac 


- 0 Please send this information by letter. 
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DISPLAY 
and SELL] 








If the sales of your products are lagging— 
the quickest, most effective and most 
economical way to make them move faster 
is to provide your dealers with the right kind 
of a wire stand for displaying your packages. 
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RED CROSS MIB KACARON 


ELBOW MACARON 
RED CROSS RE 


\\ HETHER your package is light or heavy, 
small or large, we can supply you with wire dis- 
play stands that will put new life into your sales._ 


ELBOW MACARON! ELBC 


Dealers like wire display stands because they are 
practical, easily handled, do not accumulate dust 
or dirt, and can always be depended on to boost 
the sales of the products displayed. 


We make these stands in all sizes and styles. Tell 
us about your product, and we'll submit sugges- 
tions—without obligating you in any way. 


CITY WIRE FRAME 


2025-29 So. Michigan Ave. 


CHICAGO, ILLINOIS 
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- Color Makes 
The Difference 


ICTURE a parrot without 
his brilliant coloring . 
an awkward, ungainly bird, 
scarcely worth a second glance. 
But nature has clothed him in 
vivid color- -a beautiful sight, 
and one you can't overlook. 

Picture, then, your product. 
clothed in vivid color . . . in 
a handsome, gleaming Mary- 
land Blue Bottle. A colorful 
sight . . . and ome the cus- 
tomer can t overlook! 

One of the many stock 
shapes and capacities we now 
make may fill your needs. If 
not. we will gladly design 
others especially for your re- 
quirements. Read more about 
these colorful bottles on the 
next page. 


MARYLAND 
BLUE 
BOTTLES 














Results Prove It 


(_ JoLor 


Speeds 
I he Sal C a 


i T isn't just a coincidence that 

many of the most successful 

products on the market come 

Ly to vou in Maryland Blue Bot- 

“~ — tles. The bottles have helped to make 
the products successful. 





Results prove it—these bottles of vivid 
blue catch the customer's roving eye, suggest 
the quality of the product within, make the 
product easily identified, serve as a reminder 
to buy. And these things do stimulate sales. 


It's easy to understand why. Color has a 
universal appeal . . . and 
it leaves an indelible 
pression. The rich, royal 
color of Maryland Blue 
Bottles makes any product 


look—and sell — better. 


im- 


, ie gre. a 
he 





You can't imagine how much better your 
product will look in one of these handsome 
bottles until vou actually try it. So ask us to 
send samples and see for yourself... ... . 
Maryland Blue Bottles are made in a wide 
variety of stock shapes and sizes, in addition 
to special designs ‘custom-made’ for many 
famous products. 


In requesting samples, be sure to tell us 
the nature of your product and the size 
bottles vou use. 


Tested materials, plus skilled workers and 
modern equipment assure 
uniform quality, accurate 
capacity and dependable 
strength, in all bottles man- 
ufactured in the Maryland 
Glass Corporation plant. 


Maryland green tint and flint bottles are 
of the same high quality as Maryland Blue 


MARYLAND GLASS CORPORATION 


BALTIMORE g) MARYLAND 





GREEN TINT °* ~~ FLINT BOTTLES 


Pacific Coast Representative: ILLINOIS PACIFIC COAST CO.., San Francisco, Cal. 


MARYLAND BLUE . 


New York Representative: 270 BROADWAY 














ARE YOU PAYING FOR THE MISTAKES OF 
AN INDUSTRY 


This man performs a costly operation 
— one that costs you money and 
your printer profit—Save this money 
by patronizing a Claybourn-equipped 
printer! 


quirements may be — booklets, 

folders, broadsides, labels, cartons, 
in one color or five colors—you are pay- 
ing for the mistakes of an industry—spend- 
ing money for make-ready, a costly and 
unnecessary operation » » » Excess make- 
ready costs your printer as much in profit 
as it costs you in higher price » » » Elim- 
inate this uneconomic factor in your print- 
ing purchases » » » Patronize the Clay- 
bourn-equipped printer. He works to pre- 
cision standards with accurate, precision 
equipment » » » Every step in his pro- 
duction procedure from the proofing of 
the original plates to the final press work 
is performed according to micrometric 
standards, therefore there is minimum 
make-ready » » » Printing production with 
Claybourn equipment is done faster, bet- 
ter and cheaper » » » You benefit in bet- 
ter work at a lower price » » » Your printer 
benefits in lower costs and better profits 
~ » » Literature describing Claybourn 
equipment may be had upon request. 


CLAYBOURN CORPORATION, Milwaukee, Wis. 


LQ “cviremens what your printing re- 


CLAYBOURN PRINTING & PLATE MAKING EQUIPMENT 


Proof Presses for testing Flat or Curv- 

ed Plates, Single or Multicolor. 
a 

Claybourn Chases for Precision lock-up. 
° 

Claybourn Precision Gauging Machines 
8 

Claybourn Precision Hooks and Bases 
* 

Claybourn Combination Lead and Mat 

Molding Presses, Claybourn Flat Plate 


Combination Roughing and Shaving 
machines, Claybourn Plate Shaving 
machines and Claybourn Non-Stretch 
Plate Bending Machines. Send for bul- 
letins describing complete units for 
making flat or curved precision plates. 
a 

Claybourn Precision High Speed Ro- 
tary Presses in a wide range of sizes 
capable of printing one to five colors 
simultaneously. 


The LLAYBOURN 


METHOD OF PRECISION PRINTING... . WITH 
CLAYBOURN PRINTING & PLATE MAKING EQUIPMENT 


Claybourn Five Color Press in operating posi- 
tion. Built in two sizes, 4644x71 and 38x52, 
speed, upwards of 3000 sheets per hour. 
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This Machine 


successfully handles 
all types of cartons 
at highest speeds 


Its remarkable performance is due to the many exclusive 
features found only in International construction. 





For instance, a UNIT COMBINATION TOP AND BOTTOM FEED 
assures the handling of all weights and shapes of folding boxes 
with ease and dispatch over the full range of sizes. 
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Write for catalog fully descriling 
The International Paper | Be 


Nashua, New | Ha! 





MODERN PACKAGING 








24 




















The New INTERNATIONAL MODEL A-A 


FOLDING AND GLUING 


BOX MAKING MACHINE 


Another exclusive feature of this modern box-making machine 
is the AUTOMATIC FANLESS PRESSURE FEED (covered by 
patent). 


The following benefits result from this feature:— 


No laborious, time-consuming fanning or feathering of the 
blanks. 


No necessity of raising the pile of blanks to insert each feathered 
lift. 


No tiresome reaching up at arm’s length with a cumbersome 
pile of fanned blanks. 


No smearing, because the printed surfaces are not dragged over 
any stationary gauge. 


No frequent stopping of machine for adjustment to gauging parts. 


It is physically impossible for any operator with any other feed to 
even approximate the speed that can be maintained with the 
International Model A-A, Fanless Feed. In feeding the Inter- 
national he just picks a lift of blanks from the stacked pile, 
drops it into the hopper—that’s all. 








ling the Model A-A International 


|Box Machine Company 
Hampshire, U.S.A. 
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Consider the 
Modern Woman 


She buys in a modern way. She 
knows values—and modern, at- 
tractive packages play a big part 
in selling her. 

Attractively packaged products 
command the best display space. 
Drug, pharmaceutical and per- 
fume manufacturers are, for this 
reason, turning more and more to 
Kimble automatic-machine-made 
Vials and other small glass con- 
tainers. 

Kimble Vials have reached their 
amazing total sale of 216,000,000 
a year by reason of their out- 
standing merchandising features: 

They are light in weight, and 
minimize shipping costs. They are 
strong and durable, due to thor- 
ough retempering and fine con- 
struction. They are made entirely 
by automatic machine, and are 
uniform in size, shape and quality. 
They are made in the world’s 
largest scientific glassware plant, 
and guaranteed against defect in 
workmanship. 

Increase the “over the counter” 
sales appeal of your products by 
packaging in Kimble Vials. Confer 
with Kimble on your container and 
closure problems. Secure this val- 
vable advice without obligation. 

Sell the modern way—in mod- 
ern packages of Kimble Glass! 


K , MBLE GLASS COMPANY 


VINELAND, NEW JERSEY. 


BRANCH OFFICES: — New York, 1440 Broadway; Philadelphia, 1616 Walnut Street; 
Boston, 131 State St.; Chicago, 23 N. Desplaines St.; Detroit, General Motors Bldg. 











are essential 


Good Labels 





WELL-DESIGNED, attractive 

label adds tremendously to the 

effectiveness of a package or container— 
from a selling standpoint. 


It helps to create that favorable first im- 
pression which means so much in selling 
a product to the consuming public. 


Investigate the merits of Cameo Labels. 
Write for samples so you can see for 
yourself the superior craftsmanship in 
Cameo Labels .... their perfection in 
every detail. 


Our designing department will gladly 
cooperate with you in creating an attrac- 
tive, appropriate, modern label. 


CAMEO 


DIE CUTTING & ENGRAVING CO. 
140 W. 22nd St., New York, N. Y. 


Pacific Coast Representative—C. M. Turton, 
531 Central Bldg., Los Angeles, Cal. 





CAMEO LABELS 
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“MULTIPLE 
INSERTING” 
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means BETTER PACKAGING 


THE MULTIPLE INSERTING 
CONSTANT MOTION CARTONER 








«Apparel Oft does better work because of its exclusive and patented 
ae features which allow twice the time for inserting 
tubes, bottles and other articles into cartons and 
Perfectly packaged closing the flaps, without reducing its output. 


cartons recommend 


their contents— ‘sHA STE MEA NS WA ST. ” 


please the eye— 
Avoid both and produce better packages—150 per 


minute if needed—with the CONSTANT MOTION 
CARTONER. 


and win the 


buyer’s preference 
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R. A. JONES & COMPANY, INC. GneQex S10 
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WITH all due respect to 
eminent philosophers, philan- 
thropists, and ecclesiastics, 
you just can’t get away from 
human nature, try as you 
may. And when it comes to 
recognizing fine qualities hid- 
den beneath that tattered, 
ugly garment, you can stake 
your life that the stranger or 
the casual acquaintance veers 
off. Which leaves intimates, 
only, the privilege of appre- 
ciation. What is true of in- 
dividuals, is true of articles of 
commerce and, thus, the 
merits of packaging take on 
some philosophical aspects. 
It’s a time-worn common 
situation and one which con- 
fronted Kirgan’s Arcadia 
Farms, Inc., Cincinnati, in 
their efforts to enlarge the 
distribution of their pre- 
serves, jellies, relishes and 
tomato products. 

About eighteen years ago, 
the Kirgan company started 
in business on the founda- 
tion built by Mrs. Kirgan’s 
reputation in putting up these products. The start was 
the usual romantic one—getting off in a small way on the 
Kirgan farm. The business grew substantially with in- 
creasing coast-to-coast distribution, the quality of pro- 
duction and the acquired reputation being maintained by 
the use of the same recipes and the same home-y methods 
of preparation. 

Despite the fact that Kirgan preserves and jellies were 


Arcadia Farms, Inc., distribute with their preserves. 
Rose Bowl jar, fitted into the holder, the display makes a powerful sales appeal 


Insurance For 
Consumer Interest 





Photo courtesy Phoenix-Hermetic Co. 
A decorative paper packing box serves as a frame for the silver service which Kirgan’s 


With one of the latter in its 


unusual in character, competition with long established 
firms was keen and no particular feature distinguished 
them in appearance from the brands the prospective 
consumer was accustomed to buy. Getting the 
dealer interested and thereby placing their products 
in the consumer’s hands was the problem. Aside from 
the question of national advertising, some other method 
to stimulate initial interest had to be developed and, once 
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Photo by Rodney D. Heetfield & Co., Inc.; Courtesy Phoenix-Hermetic C o. 


Ready to be placed on the table—the silver service and Rose 

Bowl jar for Arcadia Farms preserves. Decidedly a 

fitting table appointment, the whole makes an attractive 

ensemble and an appropriate setting for the recognized 

quality of the product. The use of the band closure sim- 
plifies the problem of opening the jar 
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accomplished, the company felt, the unique quality of the 
products would assure repeat orders. 

About four years ago and after considerable investiga- 
tion which showed that the standard preserve jar had 
little to recommend it from a practical and convenient 
standpoint, the company came to the decision that the 
solution lay in a package, beautiful and unusual; one, 
preferably, that could be served right on the table, with- 
out the usual, uneconomic, inconvenient and messy act of 
transferring the contents of the package to another dish. 

After considerable more research in order to obtain a 
container that would eliminate all these features, the 
Rose Jar! was adopted—so named because of its simple 
beauty. This jar is not only beautiful but practical for 
the consumer from every standpoint. It is dainty 
enough to be placed on the table, and the contents are 
easily accessible with a teaspoon because of its wide 
mouth. Another convenience the new jar possessed for 
the housewife was a band cap,? making the removal of 
the closure extremely simple. 

The Rose Jar met with an immediate and enthusiastic 
reception from the trade and proved the wedge of entry 
to many dealers who previously would not stock Arcadia 
preserves because of other well-known brands. The re- 
action to this one improvement in Arcadia products 
proved to be the preliminary packaging effort on the 
part of the company and subsequent steps for national 
recognition, inducements hinging on the new container, 
followed. 

The first step was the adoption of wire counter display 
racks,* designed especially for the Rose Jar. Recog- 
nizing the selling features of the latter, dealers were quick 
to cooperate by placing the display racks in prominent 
positions. 

The last step, connected with the new packaging of 
Kirgan’s Arcadia preserves, and the one which clinched 
beyond all doubt the arguments in favor of their sales 
appeal, was the development (Please turn to page 82) 


' General Glass Corp. 
? Phoenix-Hermetic Co. 
’ Monticello Mfg. Co. 








Above: Arcadia Farms preserves shown on the display 


rack, specially designed for the Rose Bowl jar 


Below: Relishes from this company are also given 


prominent display on metal display racks 





Left: The Vase Jar for tomato products which Kirgan’s 
Arcadia Farms, Inc., found most successful from an 
increased sales standpoint, after much experimenta- 

tion 
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By D. E. A. Charlton 


IT SEEMS that four fellows went fishing—and thereby 
hangsatale. Nota fish story, however, for the outcome 
of this trip, during which, it is stated, the fish made little 
response to the offered bait, was the formation of the 
Conrad Razor Blade Company, Inc., which has, in the 
few months of its existence, established and put into prac- 
tice unusual and effective production, packaging and 
merchandising methods as applied to its new Conrad 
double-edge blades. 

The four fishermen now constitute the working ex- 





a Purc hase i 


4. BLADES 





ecutives of the new organization, as follows: Conrad R. 
Schumacher, president; Irving S. Bodkin, vice-president 
and engineering director; Charles M. Pritzker, vice-presi- 
dent and sales director, and Anthony J. Chomas, trea- 
surer. All have been actively identified with the safety 
razor industry for many years, having occupied similar 
executive positions with Auto Strop and Gillette com- 
panies. 

While our readers will be primarily interested in the 
package used, its design, production and merchandising, 
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Four Fishermen “Land” a Package 





a brief mention should be made of the manufacturing 
processes through which Conrad blades must pass before 
they are ready for packaging. It is certain that no doubt 
remains in the mind of the visitor at the Long Island City 
plant of the company as to the veracity of the claims 
made for the Conrad blade. For each operation, from 
starting point to the racking of the finished blades, ready 
for packaging, is performed with engineering precision 
and control. Every blade-making machine has been 
especially designed by the company, and rigid inspection 


Displays for Conrad 
blades emphasize the talk- 
ing points of the product. 
One is devoted to each: 
the trial offer; the price, 
quality and style, and the 
display of the package 
itself 


of the blades is made at each possible point—nothing is 
left undone to assure uniformity in the finished blades. 

The package plan adopted by the company is one 
which embodies a ‘“‘trial offer,’ and this indeed should 
prove effective. A separately wrapped trial blade is 
attached by a label to each Cellophane-wrapped carton 
containing four blades, priced at 25 cents, retail. On the 
former is printed, ““This is your free sample blade. Use 
it! If you're not satisfied, return the unbroken package 
for full refund.’’ Each blade, including the trial blade, 
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Left: 


units which 


is first wrapped in waxed paper and then placed in an 
outer wrapping or envelope. The latter is printed in 
two colors, red and black, with the name Conrad in 
white, as shown in an accompanying illustration. The 
folding carton, in which the four blades are packaged, 
carries the same design. 

In addition to the new blade, and sold in conjunction 
with it, the company has also placed on the market the 
new Conrad two-piece razor which is offered in a choice 
of five colors—ivory, blue, jade, coral and ebony. These 
handles, of phenol resin, add greatly to the appearance 
of the razors 
and can be 
selected to 
harmonize 
with any 
cater 
scheme. The 
frame is gold 
finished. 
With each 
razor is fur- 
nished a 
sample Con- 
rad blade. 

In the 
packaging 
of the indi- 
vidual 
blades, they 
are automatically dropped from a rack to a wrapper 
which is die-cut from a roll of waxed paper, and the 
wrapper is folded over on the four edges. Around this is 
then wrapped the envelope which is gummed and sealed 
on the end, top and bottom flaps. The above operations 
are performed very rapidly on automatic machines. ! 


One of the 

wraps 

and seals the indt- 
vidual blades 


Right: The auto- 

matic machine which 

wraps filled cartons 
of Conrad blades 





Wrapped Conrad blades are cartoned, with accompanying insert cards, in this machine 







In the cartoning operation the wrapped blades are 
removed from a magazine on the machine,” automatically 
counted and packaged. The machine will not put more 
or less than the proper number of blades into each carton 
and automatically rejects empty envelopes. To protect 
their edges, the wrapped blades travel very slowly as 
they enter the cartons. This is made possible by the 
multiple staggered inserting device which by loading a 
number of cartons at once, allows more time for the work 
on each carton. An advertising card the size of the blade 
is also removed from a magazine and inserted into the 
carton with 
the blades. 

The filled 
cartons then 
proceed to a 
wrapping 
machine?’ 
where a 
sheet of Cel- 
lophane, cut 
from a roll, 
is placed 
completely 
around each 
and _ sealed, 
thus assur- 
ing addi- 
tional _pro- 
tection to 
the package and at the same time providing visibility 
to the design. 

Displays which feature these products, as shown in 
an accompanying illustration, emphasize the following 
points: a unique trial offer by which a free blade is 
given with each four blades, the (Please turn to page 76) 
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IDEAS 


By Martin Ullman 














YOU MAY REMEMBER the nursery rhyme: ‘Because of a nail 
a shoe was lost, because of a shoe a horse was lost, because of a horse 
a rider was lost, because of a rider a battle was lost, because of a 
battle an empire was lost’’. .. . Trivial as it sounds, little events do 
shape history. To those who have packaged merchandise to sell, 
this story emphasizes a specific point...the success of selling is 
measured by trifles. ... Before you start to package it is a good plan 
to think a little bit about the buyer who will use it. ..then pack, 
wrap and design from the buyer’s point of view. 


. the buyer’s point of view...what does this mean to you? There 
are no authoritative, up-to-date statistics based on accurate and 
extensive knowledge of buyer’s preference except sales... yet sales 
do not necessarily indicate customers. If you give the buyer the 
type package that states, ‘‘Now that you’ve bought it, here’s how 


easy it is to open and use it’’. .. you are sure to turn first time buy- 
ers into permanent customers. . . . There is no better time than when 
a satisfactory purchase is being unwrapped... . Proceeding from 


the general to the particular, this month, I bring to light and at- 
tention a few shortcomings, small ‘‘blind spots’’ in present-day 
packages starting with #1, SOAP POWDER CONTAINERS 
(such as OXYDOL, RINSO, SELOX..to which add cereal and 
sugar cartons) pasted down so tight that to gain access to the soap 
within the box, the housewife must cut along the edge. ..just a 
little thing like a pouring spout. ..gives quick, easy accessibility 
without waste. . makes that extra selling point to the manufacturer 
who must be tired of thinking up something new for ‘‘kind to the 
hands,”’ “‘luxurious, lasting lather’? and ‘‘saving suds’’.... All 
packages carry selling messages on how to use a product to best ad- 
vantage. ..and also list all the uses to which a product may be 
put...but very few carry package development two or three steps 
farther making it easy, convenient, serviceable. ..toward the form 


” 


in which buyers want it. 


When money has been spent creating, advertising and merchandis- 
ing a product, why is it so often that a mere slip throws into the 
discard, the efforts spent?. . .for example, each PROBAK BLADE 
comes wrapped in an envelope when opened, you read, “If you 
are not now using a PROBAK RAZOR send 25 cents for an intro- 
ductory model’”’...but where to???...Just a little thing like the 
address has been left off....Let’s look into the bathroom where 
we find case #3 is proprietary medicines... home remedies, hair 
tonics, etc., put up in elongated bottles. ...much too large to be 
placed in the medicine chest unless a shelf is removed to make room 
for these tall bottles... . Just a little thing like making a survey in 
advance to determine size of average home storage room so that 
the product is kept where it can be conveniently used “twice a 
day’’....and for #4, those short, paunchy coffee cans like YUBAN 
and mineral oil bottles like Squibb’s PETROLATUM and NUJOL 
whose girth is meant to be encircled by a woman’s hand. ..who 
knows whether or not the next great business success may not find 
its genesis in some small obscure idea....perhaps a little thing 
like measuring the size of the buyer’s hand..... 


* * * * 


Constructively speaking of little things that have helped make big 
sales... there is sliced bread and pie already sliced. ..and a simple 
little change in outside wrapper to Cellophane that made cigarette 
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#25 **4DVERTISE TO CUSTOMERS... 
Adapting an important spot to secure requests for book- 
lets, samples, etc.....There are plenty of products 
packaged incomplete so far as telling the buyer all to be 
known about uses, purposes, etc.....Why not the 
coupon?... Tests by advertisers have proved conclusively 
that the advertisement with a coupon pulls greater than 
one without. ..because the coupon always invites an 
answer....My idea 1s to take that part of the inside of 
carton top flap and use it for a coupon offering other 
products in the line... At a small cost print a label. . 
paste in position . .die stamp it so that a coin (if wanted) 
can be inserted. The cardboard makes its own holding 
device for coin. ..When the buyer opens the package, its 
message gets immediate attention...it cannot be ig 
nored.. .tt turns waste space into talking space... .It is 
safe to assume that the buyer of the original product has 
confidence in the manufacturer who is asking him to try 
another of his products. ..and that out of every 100 cou- 
pons returned, probably half will be sold by the sample 
and become constant users...Every coupon returned 
helps to build a consumer mailing list, the value of which 
cannot be measured in dollars and cents... . (Submitted 
by MARTIN ULLMAN, New York) 





MAIL “is coupon 
for a LARGE size 
sample of 
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sales recover from a summer slump and serve as the basis of a 
new advertising campaign for CAMELS and LUCKY STRIKES.. 
and a little thing like putting round crackers in a square box makes 
the package look larger....In the search for greater salability 
through better packages. ..to help get new customers and to sell 
more goods... .the far-sighted manufacturer watches out for those 
certain little things. . . It was the trifle of the cackle of a goose once 
that saved Rome. ***** ©1932 by Martin Ullman 
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#26 **COP YRIGHT OWNERSHIP. ..In many instances, packages do not carry 
the maker’s name. . .only the product’s name... which in my opinion is a mistaken idea... . 
The firm name on the package is highly important....On the other hand many manufac- 
turers, who realize the advertising value of the package, often intentionally. . .though not al- 
ways in harmony and good taste... put company name and address on all surfaces. . . often 
the bane of the designer...and in type size as large as space permits...such space fillers 
detract from the display value... Anything that adds to pleasing eye-value should be given the 
utmost thought and attention... . My idea takes care of both extremes. ...As an aid to those 
manufacturers who depend on product name alone for identity. ..and to those who package 
for chain stores where only brand name 1s permitted, my tdea 1s to place a copyright notice 
on the package which carries the name of manufacturer....And as a help to those manufac- 
turers who wish to keep within good taste as consistent with the desire of identity, my idea 1s 
offered. ...This method allows the manufacturer to put his name on the package...It is 
usual to place this notice once and then in 6 point type.... (Submitted by MARTIN ULL- 
MAN, New York) 


Copyright 1932 by 
XYZ Stationery Company 
All rights reserved 


#27 ** MEASURED FOR USE....Nothing is so perfect that it cannot be improved... The science of packaging has developed re- 
cently with astounding rapidity. Every day new and better ways of presenting the product to the public are being discovered... Every day brings 
fresh evidence which proves conclusively that one’s package cannot remain ineffectual and inefficient...The manufacturer who gives careful 
thought to the every phase of packaging can strengthen selling effort where it needs to be strengthened... By which I mean that there is no more 
effective time to turn the buyer into a customer than when a satisfactory purchase is being unwrapped. ..If you have observed the buying habits 
and listened to the demands of consumers, you will find they prefer merchandise that saves labor, saves time, saves irritation when they want to 


use tt....Take for instance ABSORBENT 
COTTON, whichis wrapped in a blue paper... 
To get the quantity wanted is not always an easy 
job. Usually too much is pulled out and then 
the surplus must be pushed back into the roll... . 
My tdea is to put this blue paper to further use 
and with no added expense, package cotton in 
measured strips...The blue paper is divided 
into convenient sizes...and when cotton is 
needed, tear off as much as wanted. . . The rest is 
kept clean until ready for further use. The 
buyer is saved time and trouble... .. (Submitted 
by MARTIN ULLMAN, New York) 


































Several different types of set-up boxes 
covered with Apollo Chromflex, show- 
ing the diversity of patterns obtainable 


Photo by Rodney D. Heetfield & Co., Inc. 
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And Now—Chromium Plated Metal 


WITHIN RECENT MONTHS an entirely new mate- 
rial has entered the field of box coverings which, because 
of its adaptability and extreme attractiveness, bids fair 
to definitely acquire a place in the packaging industry. 

Apollo Chrom Metal, a product of the Apollo Metal 
Works of New York, N. Y., Bethlehem, Pa., and LaSalle, 
Ill., possesses a highly polished chromium finish. It is 
reported by the company that Chromflex is tarnish- 
proof, does not require polishing as it has a very high 
lustre, cannot rust or oxidize and resists acids from fruit 
and other foods as well as alkalines and salt solutions. 
In production, the sheet can be bent either way of the 
grain and still preserve the platinum lustre of pure 
chromium without fracture. It also will not chip or peel 
and is extremely light and durable. To clean this prod- 
uct it is only necessary to use naphtha, gasoline or a 
neutral soap and water. 

Apollo Chromflex was recently introduced in Italy and 
France where its adaptability for the creation of many 
beautiful objects caused a furore among designers. 
More recently its versatility was displayed by its use in 
Earl Carroll’s ‘‘Vanities’’ in New York, in which one of 
the most outstanding hits was the immense and imposing 
“Chromium Ballet’’ of which the entire scenery and back- 
ground was made from Apollo Chromflex. 

The qualities of this product are such that factors in 
the packaging industry have displayed an intense in- 
terest in its application as a covering for all types of 


For Box Coverings 


boxes. These boxes can be designed as simply or as 
elaborately as one desires, with or without a pattern. 
The latter are extremely simple to make and are traced 
directly on the metal sheets. Apollo Chromflex sheets 
finished on one side only should be used for box coverings 
since these are better, easier and more economical to 
work with, although two-side Chrom sheets may also be 
used. 

The illustration accompanying this article shows 
several examples of what can be done with this material. 
Its use as a container covering can be applied to prac- 
tically every type of product for which boxes are used. 
Florists, to whom packaging has just begun to take on 
significance, have already shown keen interest in this 
new material. Stumpp, one of New York’s leading 
florists, is using a box covered with chromium metal and, 
incidently, is the first to do so. This box is shown else- 
where in this issue. Another recent user of Chromflex 
is Parker, Wilder & Company, whose Beauty Box for 
Pequot bed linen was shown on the front cover of the 
February, 1932, issue of MODERN PACKAGING. 

The use of Apollo metals in the packaging industry 
is rapidly gaining momentum and, it is predicted, will be 
increasingly in evidence by the fall. Because of their 
qualities, they are particularly adaptable for window dis- 
plays. Aside from its power to draw the eye, it is so lus- 
trous, displays are made more effective by the reflection 
of the products in the material. 
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The Glass Container—A Salesman 


By Mary Michael 


THERE ARE so many phases to packaging, one some- 
times overlooks the fact that certain angles of the ques- 
tion are intrinsically a matter of capitalizing on the merits 
of the product itself. Not alone in making use of the 
package as the aggressive salesman whose selling points 
will help to influence the purchase of the product, but 
more as a vehicle for the product’s expression. 

It is from this angle that the packaging of preserves 
presents an entirely different problem from that of cold 
cream, stationery, perfumes and other commodities 
which depend upon the assembling of abstract forces to 
emphasize their desirability. It is a problem which, by 
far, is so simplified it can hardly be called a problem at 
all. When one considers the basic principles of pack- 
aging, the elements that enter into the design of a good 
package are, from the outset, in the hands of the canner— 
actually in the product he markets. Provided, of 
course, the container in which he protects and delivers 
his product is of the type that permits the virtues of the 
commodity to shine forth. 
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Whether it was a facetious or wise individual who 
first quoted, ‘““The way to a man’s heart is through his 
stomach,’”’ nevertheless, the road to tbe consumer’s 
purse can be made direct if his palate is overwhelmingly 
tickled by the visible display of appetizing food. And 
this regardless of recent hearty indulgence. Here is the 
effortless advantage the glass packer has. An advantage 
quite outside of his control; his for the picking. 

Since this type of product has all the necessary func- 
tions to attract attention, draw interest and create de- 
sire, the simplest container suffices for transportation to 
the consumer. A container so simple it acts as a frame, 
and like a frame brings out and emphasizes the beauty 
of the commodity. This applies most convincingly to 
quality products for which the glass container is an im- 
portant aid in merchandising. 

G. B. Raffetto, Inc., New York, pioneered in the pack- 
ing of quality fruit and condiment specialties in glass 
containers nearly fifty years ago. The popularity of 
this company’s products is world- (Please turn to page 79) 
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A MORE ambitious job than just to be 
a container has been the achievement of 
two packages recently redesigned for 
the Loose-Wiles Biscuit Company. 

A suitable enclosure for the two cookie 
products occupied the attention of the 
package committee of the company as 
the first step in the redesign program. 
Not content to let their well-known 
products repose in “‘just another con- 
tainer,’’ they utilized the opportunities 
the four sides of these packages afforded 
for a well-considered message and through 
the process of elimination and painstaking 
refinements the two packages shown in 
the accompanying illustrations, Sunshine 
Nobby Shortbread and Sunshine Butter 
Macaroons, were created. 

At the ends of the two packages are 
the seals of the Thousand Window 
Bakeries—a motif typical of sunshine. 
But the time is past when the trade mark 
plays the exclusive role of identification 
for a product. The modern package 
must be designed to transcend this 
limitation and must weld the elements of 
shape, design and color into an orchestra- 
tion that produces the desired impression 
when the consumer sees it on the grocer’s 
shelf. For this reason the top of the 
package for Nobby Shortbread reveals 
the product in a decorative design and 
the lettering has endeavored to catch 
some of the feeling of the name. This 
name, it is thought, has been well chosen 
because it thoroughly indicates the char- 
acteristics of the shape of the product. 

The container is in four colors. This combination af- 
fords the opportunity to depict the cookies in their 
natural colors with a maroon background, the lettering 
being in a panel of the color of the white carton stock. 

In the package for Sunshine Butter Macaroons a 
sweeping design running under the cookies brings them 
out in strong relief. Flash is accomplished by the color 
scheme in this package. The background is in turquoise 
blue, providing a relief for the cookies in contrasting 
browns and buff; the name appears in butter yellow and 












New Feeling Evident 
In Cracker Packages 


By D. B. Reed, Jr. 





Photos by Staley, Hall, Wentworth 





the lettering is styled to achieve package identification. 
These packages, which were designed by Higgins & 
Low, Inc., have many characteristics that will identify 


them to the public as time goes on. Sales survival 
depends greatly upon the visual acceptance and physical 
appearance of the package. Plan is not enough. Inter- 
pretation by the ultimate consumer tells the tale. And 
grocers have found that through sheer attractiveness 
and appeal to the appetite these two packages find their 
way readily into the consumer’s hands. 
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The “Electric Eye’’ References have been made 
In Packaging in these columns at various 
times to the utilization by the 
packaging industry of the photoelectric cell or “electric 
eye.’ From somewhat isolated application the adop- 
tion of such devices has grown, and now bids fair to 
become better and more generally known. The under- 
lying reasons for this are not far to seek: the desirability 
for elimination of hand labor, the urge for greater speed 
in mechanical operations and the need for greater 
accuracy in the assembly of packages. 

In a recently published review of some of the indus- 
trial types of electron-tube installations now in opera- 
tion, B. S. Havens of the General Electric Company 
classified these as falling mainly into two general types: 
those in which a Thyratron tube is used as a valve to 
govern the amount of electricity fed to motors, lights or 
other devices, and those in which a photoelectric tube, 
acting as a relay, controls an operation such as counting, 
starting or stopping motors, lighting signal lamps, etc. 
‘Probably the most popular use of electron tubes,” 
states Mr. Havens, “‘is the use of photoelectric tubes as 
relays to govern industrial operations of all kinds. A 
photoelectric tube has the peculiar property of passing 
electric current—weak but still usable—when light 
falls on its cathode. What actually happens is that the 
cathode, when illuminated, emits electrons which pass 
to the anode and thus permit passage of an electric cur- 
rent. This current, if amplified by another electron 
tube known as a Pliotron Tube, can be used to actuate 
a relay that in turn controls the operation of electric de- 
vices of various kinds. From a practical standpoint this 
means that, where the operation of machinery pro- 
vides—or can be made to provide—a means for inter- 
rupting or changing the intensity of light, the photo- 
electric relay can be used for control purposes.”’ 

As a pioneer in the packaging field—so far as we are 
aware—there is the installation at the plant of the H. J. 
Heinz Company of Pittsburgh where the “electric eye” 
is used in conjunction with an automatic wrapping ma- 
chine to secure exact registration in the applying of 
printed waxed paper to cereal cartons. 

More recent development has extended the applica- 
tion of similar principles to the automatic wrapping of 
packages in printed transparent cellulose with the 
printed design registering accurately—a procedure 
which is described on page 66 of this issue. Successful 
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Editorially Speaking 





installations of this sort have been made in the confec- 
tionery, baking, chewing gum, biscuit, dried fruit and 
cigar industries. 

Still another usage has been found practical: that of 
accurately adjusting collapsible tubes, previous to fill- 
ing, so that in the subsequent closing operation the 
closure is effected in perfect alignment with the printed 
designs on the tube. 

These are but forerunners of many more adaptations 
of the “electric eye’’ which can be expected to be de- 
veloped in the packaging field. For, as pointed out in 
an earlier paragraph, the utilization of this very prac- 
tical device fulfills requirements which are among those 
that are demanded by modern packaging methods. 


How Clean Is Your 
Packaging Department? 


Admittedly, one of the 
essential requirements 
of efficient plant opera- 
tion is cleanliness. And, we might add, consistent 
cleanliness. Frequently in visiting this plant or that, 
we are visibly impressed with the executive offices, 
pleasing in their appointments and reflecting to a great 
measure the business standing of the company. Here 
is, we conclude, the outward sign of inward grace and, 
by the same token, we may expect to find a similar ob- 
servance of order throughout the plant. But such is 
not always the case. Time and again we find that 
“good housekeeping,”’ so apparent in the “‘front offices,” 
begins and ends there. 

We are not attempting, in this criticism, to infer that 
over-stuffed furniture, glass-topped desks, objects of 
art and other appurtenances of pleasing appearance 
should have a place on the factory floor, or that the 
same measures of cleanliness are adaptable to both de- 
partments. Under existing laws of health and hygiene, 
certain requirements are demanded of manufacturers 
which stipulate the safeguarding of employees and 
assure the protection of the public in its use of manu- 
factured products. To observe these laws is, of course, 
obligatory, but in many cases it is possible to operate 
within the letter of such rulings and still lack desirable 
standards of cleanliness, standards which, if properly 
established and followed, can add to profits. 
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It is a decided asset that a manufacturer may claim 
his goods are produced in a plant “‘with a thousand 
windows,” for such a statement bespeaks cleanliness 
and sanitary and healthful conditions, both for the 
products and employees. 

In a recent release, the Cleanliness Institute, 45 East 
17th St., New York City, announces a series of awards, 
offered for details of the best plans of cleanliness educa- 
tion and training now in operation. ‘‘Specifically,” 
states Nelson N. Marshman, Director of Industrial 
Service of Cleanliness Institute, ‘‘we are interested in 
knowing what means are being used to impress em- 
ployees with the desirability of personal cleanliness from 
every point of view, their own as well as their employ- 
ers’. In order to obtain records of successful experi- 
ences along this line we are offering to purchase the best 
practical plans submitted to us prior to Oct. 1, 1932. 
We will pay twenty-five dollars for each plan which we 
feel we can use in answering the many questions which 
come to us from various industries as to how to promote 
greater cleanliness among workers. Actual experiences 
are desired, even when the results are not of the kind 
that can be tabulated.” 

Here, we believe, is an entirely laudable attempt, and 
one which should accomplish great good. It is signifi- 
cant that the announcements have been sent to over 
seven thousand manufacturers of all kinds, including 
food industries, wholesale bakers, public service cor- 
porations and also to leading hotels and restaurants. 

Packaging, of itself, denotes cleanliness. The pack- 
age is, in effect, the final stamp of approval of the manu- 
facturer on his merchandise. It is as though he says, 
“T have made a good product, my plant methods are 
efficient. I want it to reach you properly and in good 
condition.” If truthfully spoken, then, he has ob- 
served the rules of cleanliness and has established exact- 
ing standards, not only in his merchandise production 
but in his packaging operations also. 


® 


A Depression The 1932 public, we are told, is 


In Packages? Product hungry. “It is literally 
starving for the new, the better, the 


more serviceable, the ingenuous, the savers of labor, time 
and energy,” states a merchandising folder recently 
issued by Anchor Cap & Closure Corporation. And in 
reviewing several recent issues of our publication we are 
very much in agreement with such a statement. 

Not alone is it interesting to note the number and 
variety of new packages which have made an appear- 
ance on the market but to consider also that these are 
appearing in an increasing ratio and among a greater 
number of industries. While in certain instances it has 
been possible to effect lower costs for packaging work 
through the introduction and improvement of mechani- 
cal equipment and decreased prices for certain materials 
and service, the proportional expense of packaging, in 









































general, probably holds constant, as compared rela- 
tively with other production expense. In any case, we 
ail know that money is not being spent these days with- 
out considerable assurance of adequate return. So that 
it is obvious that these new products—in many cases 
saleable only because of the package which contains 
them—are meeting a demand. All of which proves the 
point. 

Capitalizing on this attitude or trend on the part 
of the buying public, there is every reason why a manu- 
facturer should study his present line of packaged prod- 
ucts. Additions to his list, if constructively launched, 
may help to carry certain flagging items and thus keep 
his plant and employees at normal or increased capacity. 
To date there is no bear market for ingenuity! 
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Progress in We learn through the Frozen Foods 
Frozen Foods Association of America that valu- 
able research in the frozen food field 
is being conducted by the agricultural experiment sta- 
tions in a number of widely scattered states. But for 
the economies made necessary by the depression, it is 
stated, others which have shown an interest in the sub- 
ject would probably have undertaken similar research. 

Briefly reviewing the report, we find that considerable 
has been done in this direction at the Government 
station at Seattle, Wash., also at Atlanta, Ga., and at 
the University of California. At Gainsville, Fla., ex- 
periments have been conducted with unusual fruits, 
such as papyas, guavas, sand pears, avocados, young- 
berries, and other sub-tropical fruits, in addition to the 
work carried on in the freezing of orange juice, straw- 
berries and other products. At Amherst, Mass., the 
station at State College has been experimenting with 
frozen cranberries, in addition to similar work on other 
berries and fruits. The New York State Station at 
Geneva has been doing independent work, as well as in 
cooperation with the Birdseye Packing Company, on 
fruits and vegetables. At Fargo, N. D., interesting 
tests which indicate commercial possibilities in the 
freezing of sweet corn have been undertaken. 

Such progress will be followed with considerable in- 
terest by users and suppliers of package and packaging 
equipment, for ultimately most of these frozen products 
will require packages for distribution. Further than 
that, the design and construction of such packages pre- 
sent problems that entail certain technical details not 
ordinarily accounted. The movement toward the 
greater utilization of frozen foods, then, offers further 
opportunities for the packaging industry. 


Ke Qhunbace. 
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New Tricks 
































Upper Left: A novel and colorful adornment to bridge tables and an excellent 

item for prizes. The individual and the four-pencil set boxes are covered with 

gold-foil paper made by the Reynolds Metals Company. The base of the 

former box is covered with black paper, the latter with red. Black velour from 

Keller-Dorian 1s used for the inside trays. The individual box was produced 
by Warner Bros. Co., Bridgeport 


Lower Left: The most novel and newest method of brewing tea. Cellophane 
Tea-Pak, from McCormick & Co., Inc., Baltimore, takes the place of the 
cotton gauze bag. It has many advantages. It is more sanitary since dust 
will not cling to it nor can it penetrate the Cellophane; from an appearance 
standpoint it is very desirable since no discoloration appears after being im- 


mersed in boiling water. It is perforated, will not dissolve, is odorless and R 
tasteless. Comes packed in lithographed metal containers of various sizes fe 
s] 
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Below: A newcomer in the field of 


cosmetic accessories, Chics, manu- . 
factured by the Chicopee Mfg. Co., . 
Gainesville, Ga., has many good . 
points that will appeal to women. 

Primarily a woven cloth for cleans- 

ing purposes, it has also many A 
other uses and because of its char- I 
acteristics is economical. Con- " 
veniently flat, the package has a a 
center opening through which the 

cloths are extracted. The design, 

modern and simple, 1s effectively E 
carried out in yellow and gray, the j 
four sides devoted to short, pungent ( 
messages and the back to a short t 
description and illustration for t 


method of use 
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In Packages 


Right: More modern, colorful and attractive is the new label 
for College Inn Foods products. Brighter colors are used, 
shading off from a deep orange to a light yellow. Skillful 
technique causes the containers to appear larger. The fa- 
miliar picture of the waiter has been redesigned to express 
more personality. Color application on the background 1s 
reminiscent of the colored bands of light on the walls of the 
College Inn restaurant in Chicago. The label is the work of 
the U. S. Printing & Lithographing Co., Cincinnati 


Lower Right: And now, cleansing tissues for the removal of 
lipstick, from Richard Hudnut, New York. In the form of 
match packs, the tissues are torn off just as one would extract 
amatch. The cover is a salmon color, the decorative motif, red 


Below: Modern design at its best is represented in these new 

jars introduced as stock items by the Owens-Illinois Glass 

Company, Toledo. They offer an opportunity to packers of 

pickles, relishes and like products to create a new interest in 

their lines. With attractively designed labels these containers 
can be made highly individualistic 
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Latest Designs in Decorative Papers 


Left: A number from the A. M. Collins Manufacturing 
Co., Phila., whose greatest charm lies in its unsophistica- 
tion. Comes in several delightful pastel colors 


Center: A printed transparent cellulose wrapping paper 

from the Package Paper Company, Holyoke, Mass., for 

the coming Yuletide season. Called the ‘‘Santa Claus and 

Bells’ number, it carries all the traditional Christmas 
motifs 


Lower Left: Artcote Papers, Inc., Irvington, N. J., have 

added several embossed numbers to their lines of gold and 

silver metal papers. The one illustrated is called ‘‘Ce- 

lestial’’ and comes in both silver and gold. Patents have 
been issued on these new lines 


Lower Right: Another recent dashing number from Louis 
Dejonge & Co., New York. The modern and bold treat- 
ment 1s relieved by the intriguing technique displayed in 
the main motif. Comes in black and white and several 
harmonizing color combinations 
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The aim of all advertising is to bring the thi 
you have to sell to the favorable attention ¢ 
those who can buy...The 50,000,000 American’ 
who periodically shop in retail stores are | 
“circulation” your packages can reach effectiv : 


Loewe are easily 50,000,000 shoppers © 
who regularly visit retail stores in the United States. Certainly 
here is an advertising circulation worth reaching. For these ~ 
are the same people that read newspapers, magazines, and car 
cards. They are equally impressed by the right kind of package E 
— the kind that claims their attention, that 
bespeaks quality, that piques their interest. 

Any package provides a certain amount of 
advertising value. That is admitted. The impor- 
tant thing, however, is to make sure that it is 
a good advertisement, seen by the maximum 
number of people, and creating as favorable an 
impression as possible. 


We do not mean to imply that the package must shout its 


message. It does not need to be seen across the street. It can be 


dignified and expressive of the virtues of the product — and 
yet claim attention and interest. by those very qualities. 


A package, however, is far more than an advertisement. In 
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A shopper is always in a buying mood...a more 
receptive prospect for your goods...to whom an 
inviting package in window, counter display 























Ss are | or on the retailer’s shelf is a reminder-adver- 

fectively” tisement as well as an invitation to purchase. 

ers addition it must preserve and protect the freshness and qualit 
y 

nly of the product. To do that it must have an efficient closure. 

ese fi It must also appeal to the consumer as a convenient, useful 


means of using that product. This, too, depends on its having 
the right kind of a closure — one that invites resales. 

For many years Anchor has assisted manufacturers and 
packers in developing and designing sales-effec- 
tive packages, capped with the most efficient 
type of closure for the particular product. Dur- 
ing that time we have designed new packages, 
and re-designed old ones, for hundreds of the 


most popular products on the market today. We 





understand package requirements from a sales 


standpoint, as well as production and packing requirements. 





If you are considering a new product, a change in package, 
ig or are having packaging difficulties of any kind, Anchor’s sug- 


gestions may prove of value. 





Do not hesitate to call upon us — there is no obligation. 
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Practical Improvements 


THE COTTON PICKER, that ingenious package 
for absorbent cotton introduced a little over a year 
ago by Bauer & Black, manufacturers of surgical dress- 
ings, which also represented a forward step in the 
packaging of this product, has been given another 
smart dress as created by Gustav Jensen. 

The new container, designed especially for dressing 
table use, has a number of new features. It is different 
in shape, as the accompanying illustrations show, being 
lower and broader to give it dressing table proportions 
and greater convenience in handling. However, due to 
manufacturing improvements, it holds nearly twice as 
much cotton as the original Cotton Picker. The design 
has been smartly feminized and styled to harmonize 
with dressing table accessories and various color schemes, 
yet is simple enough to make it entirely acceptable for 
the nursery or as a bathroom utility item. It is pro- 
duced in four pastel shades—coral, orchid, blue and 
green and covered with transparent cellulose to protect 
the colorings until it reaches the hands of the user. 

The cover is entirely different, both in construction 
and material, as shown in the illustration reproduced 
at the right. Instead of the former paper closure 
which fitted over the top of the container, the new cover 
is of black-lacquered metal fitting into the container— 
a smart touch which contributes to its staunchness. 

In the creation of this new design, Bauer & Black 
have a package which is adaptable in a practical way 
to most of the daily cotton uses and is styled so that it 
is readily acceptable to the woman buyer. 

While the original Cotton Picker has been successfully 
received by consumers ever since its introduction, a sur- 
vey by the company showed that the increased use of 
absorbent cotton on the dressing table for powders, 


in Package Redesign 


cleansing lotions and other toiletries, as well as the es- 
tablished nursery and bathroom uses, would find a more 
convenient package more welcome and would reach a 
far wider market. 

In using the new Cotton Picker, which is produced by 
W. C. Ritchie & Company, Chicago, one simply removes 
the lid which protects the product and pulls whatever 
quantity of cotton is needed through the opening in the 
top of the package. The rest stays clean and unhandled, 
with the additional protection of a reseal. The new 
container, the price of which remains unchanged, is 
already on sale in leading drug and department stores. 
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Find the Story 
Behind the Product 


The display carton, tube and individual carton for Fix-all 
speak louder than words. In a flash of the eye, the two 
most important messages are absorbed by the consumer 

Photo by Rehnquist 
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Based on an Interview 


With Martin Ullman 
By Ann Di Pace 


EVERY PRODUCT has a story. A story which, in 
former days, was the sole burden of the salesman to get 
across. Sometimes it may be comprised of more than 
one talking point but there is always one particular fea- 
ture which carries the greatest weight—which is the spot- 
light for the product. 

Today the burden of getting your product in the con- 
sumers’ hands rests not alone with salesman or retailer. 
The package bears half, if not three-quarters of the load. 
Competition is too keen, the salesman’s time is too lim- 
ited, for him to enter into a lengthy sales talk on the 
merits of any product. 

It leaves the package the instrument directing the 
force of your scale of sales. And it is in the package that 
your product's best selling feature must be played up, 
must be called to the consumer's attention, must domi- 
nate. 

In redesigning the dress for Fix-all, a liquid cement 
manufactured by the Fix-all Liquid Cement Company, 
New York, this pertinent principle of package design 
dominated all other considerations. Fix-all, it is said, 
is not only the strongest liquid cement but the only 
product of its type on the market which is not in- 
flammable. An exclusive talking point, a powerful sales 
building feature? The very point for Mr. Ullman to build 
the package around. The merits of Fix-all are many, 
yet none would appeal so strongly to the consumer 
as the fact that it was a safe product to have around the 
house. Therefore, the new package literally shouts its 
message—not inflammable—yet shouts it according to 

the best principles of good package design. Front and 
back, turn it any way, this message is always before the 
consumer—an assurance and at the same time, for the 
manufacturer, an absolute advertising message insuring 
repeat sales. Other considerations, of course, went into 
the design of this package, it is true, but they were ac- 
corded second place in importance. 

The top is the most important part of the package. 
On the shelf, on the counter, in the hand, it is always the 
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first to be seen. For that reason, therefore, the name of 
the product occupies this space and three-quarters of the 
four sides of this space. The repetition of the name is 
not alone for emphasis, it affords an opportunity for dis- 
play of the product name, regardless of the position in 
which it is placed. The importance attached to this 
position and its allotment to the brand name in no way 
puts the first point in the shade. 

The carton! and, naturally, the tube, carry three 
colors—red, black and yellow. The first, which is the 
main color, serves two purposes. It is a background for 
the message which the package plays up and it is the 
strongest for identification tie-up since there is no real 
red package in the field. A subtle meaning is also con- 
veyed by the use of this hue. Red is associated in the 
consumer's mind with anything that burns, hence, it 
serves as a perfect background for the white lettering of 
the message. And the brand name in yellow on a black 
background carries high visibility. 

A slight change has been made in the trade mark but 
since this means very little to the average consumer, it 
has been given an inconspicuous place and appears at 
the bottom of the carton. In the display stand, how- 
ever, it appears directly beneath the product name but is 
infinitesimally smaller in comparison with that on the 
former container. 

The tube contains a sufficient quantity of Fix-all for 
average use, yet it is larger and contains more of the 
product than the former container. It is almost similar 
in size to its competitors but is longer than is commonly 
used in this field. Other tubes on the market are wider, 
much wider, in fact, than that used for Fix-all, but the 
latter was so designed because a long one creates an 
impression of larger quantity. And because of this 
characteristic of the long tube Mr. Ullman has discovered 
that squatty tubes generally lose out in the competitive 
race, the high ones moving faster. 

Another advantage of the new tube is the improve- 
ment incorporated in the closure. Formerly, like other 
containers of its type, the ordinary spreader type of 
closure permitted the contents to be emitted. Though 
the new tube has not been changed in this respect, part 
of the contents of the package is a specially designed 
pin which seals the tube, after the opening has been 
made, when the product is not in use. 

The design of the display carton, which holds one dozen 
tubes, has been carried out along the same simple lines. 
One color has been greatly emphasized, however, to 
assume prominence and that is yellow. Mr. Ullman’s 
reason for this was to make the carton serve more or less 
like the frame of a picture. When placed on the dealer’s 
counter or in his window, it helps to bring out the force 
behind the lettering of the product name. The Fix-all 
slogan, ‘‘A million and one uses,” is utilized to carry out 
the pictorial motif of the display carton. The chemical 
properties of this product are such, it is said, that it can 
be used to repair practically every type of commodity 
permanently. A few of its applied uses are illustrated 
on the two sides of the carton. 

1 Art Tube Company 



















































Despite the decided changes and improvements that 
have been made in the packaging of Fix-all, a com- 
parison of figures has shown the manufacturer that 
this new packaging has in no way raised his production 
costs. In fact, they have been lowered to a very con- 
siderable figure. 

One of the most significant results of this redesign pro- 
gram has been the reaction of dealers to the new package. 
Heretofore, this product had limited distribution and 
was confined only to hardware stores. Other logical 
outlets simply would not handle it. In its former dress, 
it created no appeal whatsoever. It had to limp along 
as best it could. Brought up to date, however, the 
dealer's right-about-face has been astounding. So great 
an impression did this packaged product make, the re- 
tail merchants requested that its price be raised out of 
the ten-cent class. The argument brought forth was to 
the effect that in comparison with other competitive prod- 
ucts, the package was so outstanding, it would gain a 





Comparison with the present 
package is the latter's best advantage 


Fix-all’s former dress. 


higher regard with the consumer if its price more nearly 
matched others. Now in competition with higher priced 
similar items, it is moving faster than all others. This 
increase can be directly traced to the new package, since 
there has been no change in the product, and to the fact 
that in the redesigning, its most powerful selling feature 
has been given the display it rightfully deserves to attract 
public attention. 

The field for products of this type is very large and with 
the adoption of a new package, the Fix-all Liquid Cement 
Company has been able to place its product in entirely 
new outlets. Restaurants, where a product of this type 
is always a necessity, drug, stationery and novelty stores 
have not only added Fix-all to their list of commodities 
but are giving it prominent display. In addition, several 
large jobbing and two well-known chain organizations 
are at present negotiating with the manufacturer for its 
distribution. 
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Clicquot Pioneers A 
New Type of Package 


By Waldon Fawcett 


STAGING a try-out 
campaign in New En- 
gland territory, the Clic- 
quot Club Company of 
Millis, Mass., has quietly 
put into service a new 
type of container for its 
beverages, which prom- 
ises to bring about far- 
reaching changes in 
packaging fashions. In- 
deed, it is not too much 
to predict that there im- 
pends a revolution in the 
packaging of many of 
the commodities that 
travel to market in 
bottles. All because of 
the gains and short-cuts 
resulting from the intro- 
duction of Clicquot’s 
molded-pulp, two-com- 
partment shell to be 
known as Twin-Pak. 

The surprise which the 
well-known producer of 
ginger ale has sprung is 
complete because of two 
characteristics. In the 
first place, the concern 
at Millis has proceeded 
contrary to precedent by 
avoiding all advance 
publicity on its new 
package. It is planned 
to capitalize the new 
carrier to the utmost. 


sales. 


To make the surprise complete, behold the début, in a 
quite unexpected quarter, of the long-awaited German 
type of molded-pulp hollow-ware container. 


America has been on the lookout for this versatile oddity 
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But, in the beginning, there was 
no ballyhoo. The first that the trade learned of the 
innovation was when dealers received shipments of 
Clicquot Club ginger ale in the extra added outer package 
which forthwith demonstrated its ability to stimulate 
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Photo by Rehnquist 

The molded-pulp outer package for Clicquot Club ginger 

ale, whose introduction marked a radical departure in the 

packaging of this type of product, epitomizes the utmost 
in convenience 


its cost. 





in containers ever since 
it was announced that 
the Keyes Fibre Com- 
pany of Waterville, 
Maine, had acquired the 
patent rights for the 
United States covering 
the new species of con- 
tainer and the special 
machinery for its manu- 
facture. But in pack- 
aging circles it was as- 
sumed that the first ap- 
pearance in this country 
would be in the pack- 
aging service of, say, 
chemicals or crackers or 
some of the commodities 
for which the new- 
fangled package has won 
most extensive ac- 
ceptance abroad. 

This Cliquot version 
not only introduces the 
molded-pulp medium as 
holder of ginger ale, but 
it blazes a trail further 
by making a radical de- 
parture in the packaging 
of this class of product, 
thereby injecting a new 
principle in packaging. 
The new Clicquot con- 
tribution, be it known, is 
not a primary carrier of 
ginger ale. It is a sup- 


plementary or outer package which confers several sepa- 
rate and distinct blessings expected to more than repay 
Under the new deal, ginger ale is dispatched 
to consumers in the same standard bottles that have 
been made familiar by long usage. Only, in addition, 


each pair of bottles is dressed for the journey to the ulti- 


Packaging 





mate consumer in a skin-tight overcoat of molded pulp 
which holds the twain rigid and apart from one another, 
at the same time creating extra immunity against dust, 
dirt, dampness and all the 


(Please turn to page 74) 
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DESPITE THE FACT that flowers from their very 
nature lend themselves to attractive packaging methods, 
florists in general are just beginning to interest them- 
selves in this new development. 

It isn’t that florists are not package-conscious. On 
the contrary, because of changing conditions in the 
industry, they are as keenly package-conscious as other 
individuals engaged in various lines of business. The 
trend toward sending flowers intended for gifts in 
vases and pottery has increased the profits, but in- 
tensified the problems of the progressive florist. For 


Trene Hayes and 
Thorley, New 
York, each use the 
trade mark design 
extensively as the 
decorative motif 
for their boxes. 
The box shown in 
the background, 
from Irene Hayes, 
is covered with red, 
gold and black 
decorative paper. 
Stumpp, New 
York, makes use 
of chrome-metal as 
well as transparent 
cellulose, both 
creating luxurious 
boxes 


Exclustve! 


Florists Say It 
With Packages 


By Etna M. Kelley 








one thing, the average florist must now keep in stock 
as many as eighteen or twenty different sizes and shapes 
of boxes; he must be prepared to deliver a tiny bouton- 
niére in its dainty package, as well as the growing plant 
or long-stemmed chrysanthemums requiring boxes five 
feet long. The question of shape is even more complex; 
there must be provision for the tiny porcelain pig with 
flowers coming up from his back, as well as for the oddly 
shaped steamer basket, which may possibly contain 
six orchids, each sealed in a test-tube—so that one or- 
chid may be worn each day on that fast ocean voyage. 


Photo by Rehnquist 
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About ninety-five per cent of the flowers sold in 
florists’ shops are sent out in white, dull gray or green 
packages, white predominating. The florist’s name is 
usually printed on the box in gold or green letters. 
That many florists feel an impulse toward “‘dressing 
up’ the package is proved by the fact that they often 
use a decorated seal somewhere on the box, fancy ribbon 
or bright-colored tape to tie the package; sometimes a 
spray of flowers and foliage is placed outside the box; 
often there is a more or less decorative enclosure of some 
kind—-a book-mark, for instance, with instructions for 
the care of the plant or flower. Most significant of 
all is the fact that a small but growing number of florists 
are using decorative boxes for special orders, particularly 
for expensive flowers like orchids. 

Attractively arranged in boxes, flowers make an 
effective display. André Baumann, whose windows 
draw many onlookers in the Montparnasse section of 
Paris, often shows flowers in a box, with the cover at 
one side. The box is powder blue, the illustration on 
the cover showing a conventionalized head of a woman 
with a rose held close to her face. Dards, of New York, 


recently used a window display consisting of three open 





boxes containing orchids laid on shredded wax paper. 
The House of Flowers (formerly Thorley’s) sends a 
buyer to France every year to gather new ideas, with 
the result that they have several really beautiful boxes: 
round ones in several sizes (the larger ones look as 
though they might have come from a smart millinery 
shop), in French gold and silver; some with metallic, 
Colonial embossed motifs on the cover; silken, orchid- 
colored boxes for violet corsages; also lovely corsage 
boxes with fabric covers—brocades and velvets. Even 
the plain, white boxes are decorated with the House 
of Flowers seal in colors. Perhaps it is because of the 
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good taste they show in package arrangements that 
this store is often asked to supervise the sending of a 
piece of jewelry or other gift to accompany flowers. 
Several New York florists use fancy boxes for holiday 
deliveries, particularly at Easter, Christmas and on 
Mother’s Day. Fleischman uses a white box with 
green lining, their name printed diagonally in large 
script across the corner of the box. At Christmas time, 
they often tie the box with bright red ribbon. Besides 
the holiday boxes, Guido uses one with an old-fashioned 
flower pattern, somewhat resembling the printed ma- 
terials from which women’s dresses were made last 
season. Stumpp uses plain, white boxes with a green 
line as a border and the name ‘‘Stumpp”’ in large script 
across the center. They also use decorated boxes for 
the expensive orders: a shiny, silver chrome-metal with 
silver chrome-metal flowers is employed for lilies of the 
valley, orchids, roses and gardenias. Another box is one 
with a transparent cellulose cover, the first time, it is 
said, that this material has been used for flower boxes. 
Some of the florists, Trepel and Goldfarb included, 
have a special manner of arranging flowers with the aid 
of lace-bordered wax paper. This concern believes 


A diamond shape, 
green decorative 
paper covered box 
from the Green- 
wich Village 
Flower Girl and 
the boutonniére box 
from the Haw- 
thorne Flower 
Shop, New York 


that packaging is a very important factor in the retail 
flower business. More than eleven persons are employed 
in the packing of cut flowers in their 57th street stcre in 
New York City. At one time the work was all done 
by men; now women are employed whenever possible, 
as it is felt that their touch is more delicate and they 
are better adapted to the proper packaging of flowers. 
Goldfarb uses one fancy, basket-shaped cardboard box. 
With its flower design and a cardboard handle, it re- 
sembles a French milliner’s box. 

As might be expected, the women in the industry 
lean toward decorative pack- (Please turn to page 80) 
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| ing Machines 


Is your product a perfume or an emul- 
sion—shampoo or shoe polish—insecticide 
or salve—antiseptic or oil—any kind of a 
; liquid or semi-liquid? 

Possibly it can be bottled or packaged at 
lower cost than you are doing it now. 

Why not find out? 

Call in a Kiefer engineer. Or send us 
samples of your products. 
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Just a few of Kiefer improved machines 
for this purpose are shown here. Our 
catalogs give details. 








New High Speed Visco 
Filling Machine—for 
semi-liquids 





Automatic Rotary Vacuum 
Filling Machine 
























Hand Vacuum 
Filling Equipment 
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Filling 

Machine 


























New Cincinnati Tube 
Filler and Closer 





The KARL KIEFER MACHINE C0., Cincinnati, O. 
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Decorated Container Works 
For Unemployed Relief 


A lithographed tin container is collecting hundreds of 
odd pennies every day in Cincinnati restaurants, hotels, 
confectioneries, drug stores, groceries, railroad stations 
and other outlets for the Cincinnati Welfare Agency 
which uses this money to tide over Cincinnati's unem- 
ployed. 

An ordinary, shiny, uninteresting tin container was 
first used but it did not attract the attention of the 
thousands of hurry- 
ing men andwomen 
who, receiving pen- 
nies in change from 
cashiers, tossed 
them into purses or 
pockets and went 
on their way. At 
the suggestion of 
one of the designers 
of the Heekin Can 
Company the ap- 
pearance of the can 
was improved and 
the design for‘‘The 
Penny Pound for 
Benefit of the 
Unemployed” was 
created in the com- 
pany’s studios. 
These containers 
were then donated 
to the Public Wel- 
fare Department of 
Cincinnati by the 
Heekin Can Com- 
pany and a tremendous increase in the pennies returned 
was immediate. The colors are white, yellow, red, 
black and brown. The top of brilliant red is slotted and 
a seal assures those who give that the can cannot be 
opened without authorization of the volunteer charity 
collector. 

With approximately 6000 located in greater Cincin- 
nati even an average of ten pennies each day, per con- 
tainer, would result in a collection of six hundred dollars 
each day—an income of more than four thousand dol- 
lars a week for the unemployed. The Heekin company 
has put the lithographed can to work—selling its mes- 
sage—putting across its appeal—and proving that 
lithographed cans will sell themselves to the public. 


q 


J. W. McIves, who was formerly sales promotional 
and advertising manager of the RCA Radiotron Com- 
pany, Inc., and E. T. Cunningham, Inc., has been ap- 
pointed executive vice-president of the Forbes Litho- 
graph Company, Boston. T. F. Joyce succeeds Mr. 
Mclves at the former companies. 
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Combination Offer Has 
Two Attractive Packages 


Yardley & Co., Ltd., in their combination offer of 
Lavender face powder and English Complexion cream, 
have achieved a little gem of packaging technique. 
The entire package, as shown in the accompanying 
illustration, retails for one dollar and contains a stand- 
ard size box of powder and a sample pot of cream. The 
latter, which is three-purpose, for cleansing, nourishing 
and a powder base, is packaged in an exact miniature of 
the full size jar. However, instead of the ivory-hued 





porcelain, made in imitation of a cosmetic pot found in 
the tomb of one of the Queens of Egypt, the sample jar 
is made of ivory phenol resinoid. 

Yardiey’s Lavender face powder comes in a most 
decorative and attractive modernistic box with lavender 
flowers surrounding the Yardley trade mark of the three 
Old English Lavender sellers. 

The two items are packaged together in a cardboard 
box of deep beige, with lettering of the same beige on a 
dark brown base. 


Dobeckmun Issues Constructive Booklet 


The standard of work obtainable in printing on Cello- 
phane and the considerations involved in determining 
the question of packaging with Cellophane form the 
basis of an interesting portfolio recently issued by the 
Dobeckmun Company, Cleveland, Ohio, entitled ‘‘An- 
swering Your Questions About Made-to-Order Cello- 
phane Packages.’ Beautifully illustrated in color, dis- 
playing the types of products that have been success- 
fully packaged in printed Cellophane, enhanced by the 
beauty of Cellophane inserts, this booklet contains many 
constructive thoughts and suggestions on this material 
and method of packaging. The merchandising advan- 
tages obtained through the use of Cellophane packaging 
and the types of packages made from this material are 
thoroughly described. 
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You know that bad tubes lose good customers. But 
that at least one buyer out of every seven is lost this 
way, you probably didn’t know. 

Yet that’s the indication which the Bureau of 
Industrial Research disclosed when they questioned 
magazine subscribers as follows: 


“Have you noticed any of the following faults in 
tubes: Ill-fitting caps? Leakage around cap? Enamel 
coming off? Holes in tubes? Cracks? Splits?” 

Result: as high as 78% answered “yes” to one or 
another fault—and 14% admitted that the fault had 
caused a change of products! 


14%—one out of seven! To reduce this risk, make 
absolutely sure that your product is safely packed. 
Sun tubes provide this sales-insurance ! 


Pure material, modern equipment, skilled engineers 


TUBES: 


GOOD CUSTOMER 


EVERY SEVEN !. 


and seasoned workers. These four factors, plus scien- 
tific inspection, help make Sun tubes trouble-proof! 


And the same efficient system also affects Sun’s 
prices. Whether you need 1,000 gross per year or 
100,000, Sun can turn out trouble-proof tubes for you 
at prices that stand comparison. 


» SUN TUBES 


“TROUBLE-PROOF”’ 


SUN TUBE CORPORATION 
HILLSIDE, NEW JERSEY 
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First National Exhibit of 
Three-Dimensional Objects 


The National Alliance of Art and Industry announces 
its first national exhibition of three-dimensional ob- 
jects produced by industry to be shown from June 20 
to Oct. 1. This exhibit, the Designer and Industry, 
will be held at the Art Center Building, 65 East 56th 
St., New York City, and will present a complete and 
comprehensive view of the accomplishments of con- 
temporary American designers for the machine—an 
exhibit that industry has long wished to present to the 
consumer. 

Designers from all over the country will be repre- 
sented and the merchandise to be displayed ranges from 
containers and packages to the newest subway turn- 
stile—with a roster of nationally prominent manufac- 
turers as participants. All three-dimensional objects 
designed for commercial production are eligible for 
exhibition, with the exception of furniture, which will 
be shown in a subsequent exhibition of decorative art. 
The exhibit is broadly divided into two fields: house- 
hold objects and objects of general commercial usage, 
the latter including containers and packages in all 
materials. 

Awards will be made for utility and beauty in a num- 
ber of classes. These awards are to be made in a most 
interesting and unique manner. The group who will 
make these awards is made up of five hundred carefully 
chosen representatives of consumer interest, numbering 
directors of institutions and organizations interested in 


design and heads of departments and industrial firms 
actively concerned with design and construction. This 
group will be representative of alert intelligent consumer 
interest. The awards will be made on or about Sept. 
1, by which time the group of 500 not only will have 
studied the especially prepared catalogue being com- 
piled for them, but will as well have visited the exhibit 
and cast their vote, stating in detail the specific reasons 
for their preferences. 

In conjunction with this exhibit the American Man- 
agement Association is cooperating with the National 
Alliance of Art and Industry in a series of lecture con- 
ferences on the Economic Importance of Re- Designing, 
which are to be held on the evenings of June 28 and 29. 


Tinsel Display Boxes 


THE EDITOR: 
Sir: 

On page 64 of the April issue, under the title ‘“‘Cabi- 
nets Make Colorful Display,” are illustrated and de- 
scribed certain display boxes used by the Montgomery 
Company of Windsor Locks, Conn. It is stated that 
this company has made the assertion that it is the first 
one to use four-color printing in display cabinets show- 
ing tinsel products. 

Such a statement is erroneous, as our company has 
been using similar boxes for the past five years. 

NATIONAL TINSEL Merc. Co. 
Manitowoc, Wis. 





Packaging Manicure Preparations 
for the Popular Market 


Recently developed and placed on the market, the set 
for Beautey manicure preparations, shown in the accom- 
panying illustration and manufactured by Vernon 
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White & Company, Chicago, is an excellent example of 
stepping up a product in both sales and unit buying 
through modern packaging methods. 

This attractive manicure set, complete with tray, 
orangewood stick, nail file, emory board and nail cream, 
falls into the popular price range. This merchandising 
idea, although carricd out before, is 
all the more remarkable, considering 
the very low price. It places within 
the reach of all pocketbooks a 
practical, convenient and much 
needed toilet item. 

The entire ensemble is packaged in 
excellent taste. Black phenol resin- 
oid closures harmonize with the sil- 
ver and black labels and black glass 
tray. When placed on the vanity 
table, the products set into grooves 
in the tray as shown in the illustra- 
tion at the left. 

The set comes packaged in a 
simple silver box, the decorative note 
being the shaded black lettering. A 
cut out partition keeps in place the 
products, which are separated from 
the tray by a strip of corrugated 
fibre-board. 








One of the 
Nation's Largest 
Selling Coffees 
with an AMBER 
GLASSINE lined 


CELOWAX 
LINED for 
high moisture 


protection 


bag for flavor at low cost 


retention and coffee 
oil resistance 
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RIEGEL PAPER 


FOR EVERY PACKAGING NEED 


The Riegel Mills make the widest variety of packaging 
papers in the country. In addition to Embossed, Plain, Waxed 
and Printed Glassines—Greaseproof-—Waxed Sulphite and 
Imitation Parchment—an endless chain of special papers are 
made to fit the specific needs of individual manufacturers. 





What does your product require? Moisture resistance, mois- 
ture retention, grease resistance, economical transparency, a 
self-sealing wrapper, a wrapper that will not dry out and 
crack? Whatever the requirement, there is a Riegel Paper 
adapted to your needs, or we can make one for you. Our 
prices are designed for substantial savings. 


RIEGEL PAPER CORPORATION 


342 Madison Avenue, New York, N. Y. 








JUNE, 1932 55 














New Package for Wrapping Paper 


The accompanying illustration shows the new pack- 
age recently developed by the Crystal Tissue Company 
for its Pure Food waxed paper used in retail food shops 
as an inner wrapper for food. Formerly these sheets 
were placed loose on the merchant’s counter, resulting 
in unnecessary trouble and waste. The new package, 
however, eliminates the inconvenience of stray and 





slipping sheets and waste from spoilage. Its size per- 
mits placing it at any convenient place on the counter; 
the perforated circle is removed and sheets picked out 
easily one at a time, keeping the paper neat and clean 
until the last sheet is used. 

The new package comes in two standard sizes and is 
printed in two attractive shades of green. An illustra- 
tion on the cover clearly demonstrates its use. 


New Package 
For Foot Cream 


The illustration below shows the present and for- 
mer package for 81-81 foot cream, a product of 
Eton Products, Inc., Newark, New Jersey. The design 





constitutes a radical change, being a perfect example of 
complete modernization from the usual ginger-bread 
package of former years. 
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Restraint is evident throughout the new package 
with a maximum of display value in design and color. 
Panels and squares form the decorative motif, black 
and yellow being used on the carton. The tube is en- 
tirely black with two yellow bands above and below 
the lettering to carry out the harmonization. Black 
phenol resinoid closures are used. Both tube and 
carton were designed by Frank Keating. 


Conscious Appeal in 
Display Card 


The striking Puritan Auto Polish display shown in the 
accompanying illustration performs the function of 
creating a self-consciousness in the mind of the motorist 
about the appearance of his car. The good looks of a 
man’s car are as important as his personal attire, 
and men are judged by the appearance of their cars. 


Which car - 
do you ask 
HER to ride in 


t4 PURITAN 


URITAN 
PRODUCTS ‘ 


0o® . = dd 
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The suggestion, therefore, of a woman’s opinion is 
brought out in the display. 

A light in the base of the display is reflected in the 
varnished surface which covers only the polished car, 
carrying out, in the mechanics of the display, the actual 
concept that it aims to sell. 

This unique window display was created, designed 
and produced by the Einson-Freeman Co., Inc. 


q 


Francis Gerhart, formerly with N. W. Ayer & Com- 
pany, Philadelphia, Pa., is now associated with the 
research department of the National Paper Box Manu- 
facturers Association and will make a six-months’ study 
of package designs and production methods in Europe. 
Those wishing to avail themselves of Mr. Gerhart’s 
services during his visit abroad may do so by getting in 
touch with the Association, Broad and Arch Sts., 
Philadelphia, Pa. 
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Recerces 


448 WEST OHIO STREET, 


THAT'S CLEANER - 


New—Seelpads have new advantages. 


Sealed at the ends, Seelpads don’t litter 
floors, package or product. Filled with 
Myracol paper excelsior, there are no hard 
curls or chips to mark even the most deli- 
cate surface. 


Seelpads give double protection. 


Protection to the surface of the product— 
saving painted, varnished or highly 
lacquered surfaces from scratching and 
marring. 


SOFTER - 


THE NEW PACKING PAD 


BETTER LOOKING - 
COSTS YOU LESS 


Protection against the shocks of shipping 
and handling. Seelpads reduce breakage 
because they are softer, and more resilient. 
They are flexible, which means faster pack- 
ing, less splitting and better protection. 


Seelpads are also lower in cost. Packing 
expense goes "way down—protection goes 
’way up—with Seelpads. 


Write today for a sample of this neater, 
more attractive packing medium. You'll 
like it. You'll like the way it ‘‘handles’’— 
and you’ll like the price! 


PACKING MATERIALS DIVISION OF 


PIONEER PAPER STOCK (OMPANY 


CHICAGO, 
JUNE, 1932 


ILLINOIS 











Novel Package for Dealer Interest 


The San-nap-pak Manufacturing Co., Inc., New 
York, have adopted an ingenious packaging method to 
bring their San-nap-pak napkin to the attention of 
jobbers and dealers. 

The usual trade practice in response to sample in- 
quiries is to send out a full size box containing the stand- 
ard dozen but this constitutes an unnecessary expen- 
diture. The duplex mailing device of the Mason Box 
Company, which permits a sample napkin and letter 
to be mailed together, has also been used. This 
method, however, had its disadvantages as invariably 
both sample and letter were misplaced or lost. The 
manufacturer’s follow-up, as a result, was considerably 





weakened since the buyer was not given another oppor- 
tunity for examination. 

With the present package, however, shown above, 
the unique construction permits the sample napkin 
and selling story to be always together, since the prod- 
uct, sealed in the open-face box, covered with trans- 
parent cellulose, is attached to the folding carton, the 
inside of which contains the printed selling message. 
This package is compact and handy and enables sales- 
men to carry it in their pockets. The buyer also 
finds it convenient to place in his desk for future 
reference. 

San-nap-pak napkins are packaged for consumer 
convenience in a new “Boudoir” package larger than is 
customary in this field, containing three dozen napkins. 
It comes in pastel shades of rose, green, blue and 
lavender to harmonize with boudoir colors—a style 
note never before applied to this product. 
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Double Tier Display Package 


The Harold H. Clapp Company, in marketing its 
new Big Bib ‘For Little Spinach Spillers,’’ chose a 
Double Tier Container because of its unique advan- 
tages as a counter merchandiser. 

Designed to hold twelve transparent cellulose- 
wrapped bibs, this container ships compactly and re- 





quires no fuss to set up on the part of the retailer. 
Lithographed in a baby blue and pink, it gives ample 
display to this attractive product and has proved a 
successful method of putting it on the market. 

The display was created, designed and produced by 
the Einson-Freeman Co., Inc. 


Silver Rod 
Stores’ smart 
package for 
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ern in trend, 
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simplicity, 
dynamic 
in display 


and silver. 

Designed by 
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HETHER your product requires a box ultra modern in design, 
or one that is conservative in style and decorative treatment— 

VOSS designers are pre-eminently qualified to serve you. 

They are renowned for their ability to create boxes of unusual charm 

and originality. 

May we submit samples of VOSS Hand-Made Boxes and discuss 


your requirements with you? 


KARL VOSS CORPORATION 


HOBOKEN NEW JERSEY 
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Anchor Publishes 


Interesting Book 


A complete, authoritative and convincing book, en- 
titled “‘The Anchor Amerseal Cap,” has just been issued 
by the Anchor Cap & Closure Corp., Long Island City, 
as shown in the accompanying illustration. It is easy to 
read and absorb and so laid out that its contents practi- 





cally constitute a complete education on the importance 
of this type of closure. 

Each page covers a different angle of the subject, the 
significance of each gaining emphasis by this method of 
breakdown. The introduction stresses the importance 


of this part of the package and explains why a package 
is only as effective as its closure. Following pages, pro- 
fusely but tastefully illustrated, expound and empha- 
size the consequence of protection for the product up to 
the time it is completely consumed, the part standard 
and lithographed Amerseal caps play in achieving at- 
tractive package dress and the convenience in using a 
product sealed with this type closure. 

Four pages are also devoted to a com- 
plete description of the construction of 
Amerseal caps, the advantages of this con- 
struction, its dependability in use, the im- 
portance of the liner used to affect the 
latter function and the suitability of this 
type of closure for a wide range of products. 

The application of Amerseal caps is also 
given thorough consideration with regard 
to speed, economy and type of machine on 
which it is used. 

Two pages illustrate, describe and ex- 
plain the construction and advantages of 
the two-piece Anchor Amerseal cap, and an 
additional page is devoted to a table of 
sizes, caps per case, shipping weight and 
finishes on both one- and two-piece closures. 

The adaptability of Amerseal for prod- 
ucts packaged in metal boxes and cans is 
illustrated and described, and its advan- 
tages explained in the chapter that is 
devoted to ‘‘Anchor Amerseal Metal Box 
and Can Nozzle.” 

The final pages of this constructive and interesting 
book outline the facilities available to manufacturers 
and packers through the Anchor Cap & Closure Cor- 
poration’s various service departments. 





Handbook of Designs and Devices 


BY C. P. HORNUNG 


Published under the above title by Harper & Brothers, 
this book will meet a ready acceptance by artists, ad- 
vertisers, typographers, layout men and all industrial 
and commercial designers. Its effectiveness lies in the 
manner of presentation, for 1836 designs are illustrated 
so that printing plates, drawings and sketches can be 
made directly from them. Designs and devices shown 
include developments of the following: Circle, line and 
band, triangle, square, diamond, cross, swastika, pen- 
tagon, hexagon, octagon, star, scroll and curvilinear 
motif, interlacement, fret and rectangular motif and 
shield. 

Of the numerous books available on the general sub- 
ject of design for art workers, we know of no other which 
has yet attempted to formulate the basic working forms 
into an alphabet for graphic expression. This urgent 
need as voiced by practitioners, teachers and craftsmen 
in the various fields of applied art has been well sup- 
plied by Mr. Hornung in his book. The price of the 
book is $6 and, we think, well worth it. 

D. E, A. CHARLTON 
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Seelpad—A New Packing Pad 


Seelpad, a new packing pad, has been introduced re- 
cently by the Pioneer Paper Stock Company, 448 West 
Ohio St., Chicago, Ill. Of an entirely different con- 
struction, securely taped and sealed at both ends, it is 
said that they are cleaner to handle, and give better pro- 
tection. They have a soft, tough paper container or 
casing that is filled with Myracol paper excelsior. Seel- 
pads are not affected by drying out, and have no hard 
curls or chips. 

Unusually flexible and easily handled, Seelpads avoid 
danger of splitting, and give maximum protection at all 
times. In addition, the sealing feature prevents the 
packing from sifting through onto the product or the 
consumer’s floor when the package is opened. They 
are also said to give double protection in packing. They 
are soft enough to protect the product itself against 
scratching and marring. 

Seelpads also possess unusual resiliency and softness, 
which provides protection to easily broken articles. 
Because this new material is flexible it is possible to 
speed up packing and unpacking. It can be easily 
wrapped in place without bulging or splitting. 



































WARNERCRAET 


THE FINEST WORD IN PACKAGING 


EAUTIFUL set-up boxes designed and produced by the Warner 


Organization are playing a vital part in the merchandising of many 












articles. 


The box illustrated above, which we produced for the Scripto Mfg. Co., 
shows how a simple, yet well-designed box greatly enhances the appeal 












































of the article it contains, by providing it with an attractive setting. 








FANCY SET UP WARNERCRAFT is not restricted to the production of set-up boxes. 
PAPER BOXES We offer a complete line of boxes—folding, fancy set-up, wooden cases, 
molded containers—to meet every packaging need. Our counsel and 
FOLDING recommendations, therefore, are unbiased. 

BOXES 





Without any obligation on your part, we shall be glad to discuss your 
MOLDED BOXES packaging requirements and submit suggestions for your consideration. 


& CONTAINERS 


ARTISTS & THE WARNER BROTHERS CO. 


DESIGNERS ALWAYS 
AT YOUR SERVICE BRIDGEPORT CONN. 


New York Office: 200 Madison Ave. te 
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Box Makers Discuss Problems 


The fourteenth annual convention of the National 
Paper Box Manufacturers Association was held at the 
Book-Cadillac Hotel, Detroit, Mich., from May 10 to 
13, inclusive. In conjunction with the meetings an 
exhibition by several manufacturers of paper box 
equipment and supplies was in progress during the 
period of the convention. 

Officers and directors for the ensuing year, elected 
during the business session, were as follows: William 
P. Datz, Jr., president; George J. Kroeck, honorary 
president; Eugene E. Davis, vice-president; Walter H. 
Deisroth, treasurer; Howard P. Beckett, commissioner. 
Directors are Fred Wagner, George F. Nuss, C. Howard 
Wilkins, Frank S. Regnault, Harry T. Robinson, Louis 
Moser, Harold Cadby, J. H. Perry, W. Buford Dicker- 
son and Walter E. Trum. 

Although the attendance was below that of previous 
years, the impression prevailed that the program, to- 
gether with discussions and the exhibition, more than 
justified the efforts expended, and each session was 
approached with a seriousness and earnestness of pur- 
pose—-that of analyzing and solving definite problems 
of the industry. Deviating from customary practice, 
few outside speakers were given a place on the program, 
and the round table discussions, which brought out 
several pertinent considerations of production and sell- 
ing, were highly resultful. 

Ben Nash, market consultant and designer, spoke on 
the subject ‘‘Where Do We Start to Increase Sales?” 
during the session on Thursday morning. Mr. Nash 
detailed experiences of various manufacturers with 
packaging problems and pointed out ways and means 
by which paper box makers could increase the services 
they are now rendering, with consequent benefit. 
Arthur S. Allen, in his address on Friday morning, 
“Selling Function of Color,’’ made use of color charts 
to show correct usage and application of color, also 
presenting several excellent examples of advantageous 
package changes and revisions. W. Clement More, 
management advisor for the association, in the closing 
session on Friday gave a résumé of the conferences. 

Entertainment features included a ‘Prosperity 
Smoker,” sponsored by the National Paper Box Sup- 
plies Association, on Wednesday evening, and the 
annual banquet, followed by entertainment and dancing 
on Thursday evening. Entertainment for the ladies 
included a bus trip to Henry Ford’s Greenfield Village, 
and a matinee at the Civic Theatre. 

About twenty exhibits were featured by machinery 
and supply manufacturers, these being as follows: 
Bradner Smith & Company, box papers; Crescent En- 
graving Company, samples of color printing, cartons, 
etc.; Francis D. Gilman Company, glazed papers; 
Ideal Stitcher & Manufacturing Company, stitching 
machines; Matthias Paper Corporation, box papers and 
Kodapak; Metal Specialties Company, fasteners and 
box clips; Michigan Lithographing Company, box 
wraps; National Adhesives Corporation, glues and 
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pastes; National Bundle Tyer Company, bundle tying 
machines; Rexford Paper Company, gummed tape; 
J. A. Richards Company, saws and trimmers; Stein, 
Hall & Company, Inc., adhesives; Stokes & Smith 
Company, selective and automatic gluers; Swift & 
Company, specialized glues; Trautman, Bailey & 
Blampey, lithographed art papers and box wraps; 
Shears, and American Box Maker. 


It Tells the Story 


A display card that performs more than its basic 
function is that for Nu-ha-lor, a personal atomizer, re- 
cently developed and now being marketed by the Scovill 
Manufacturing Company, Waterbury, Conn. Shown 
in the accompanying illustration, the display card has 
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been so designed as to give as much as possible the 
story and use of the product. In addition provision 
has been made for the actual display of the cartons 
themselves, as in many cases sales will be made from 
the display card on the druggists’ counters. The card 
was created by the Einson-Freeman Co., Inc. 


q 


R. G. Sappenfield, vice-president of the W. T. Raw- 
leigh Company, Freeport, IIl., has resigned to accept 
the position of secretary-treasurer of the Campana 
Corporation and affiliated companies, Batavia, IIl., 
effective June 1. 














NEW! 


THE EINSON-FREEMAN 
“DousBlE COMPARTMENT” 
DISPLAY CONTAINER.. 


NOTHER Einson-Freeman_ innovation. 
The “double compartment” counter dis- 
play container. 







Shows the entire package in both compart- 
ments. Presents a double showing of the 
package on the dealer's counter. 


Enables the manufacturer to sell in units of one 
dozen or more, if desired. 


Ships compactly. Sets up instantly. Just 
open and it automatically falls into position. 








Good advertising—sound merchandising—in- 
expensive. Fully covered by patents. 
Adaptable to many products. 


Send number of packages you want to include 
and we shall be pleased to make up a dummy 
to suit your requirements. 


CLOSES & SHIPS 
COMPACTLY 


e Send for our book on 
a es ° 

Specializing \ Merchandising with 

inwindowand \ Display Containers’ 

store display../ 

adverfising 


—NSTERINE 
SHINING CREAM 


EINSON-FREEMAN CO.'""< 


LITHOGRAPHERS 


OFFICES AND MANUFACTURING PLANT 
STARR AND BORDEN AVENUES 
LONG ISLAND CITY, NEW YORK 


New England Office - 302 PARK SQ. BLDG;, BOSTON, MASS, 
Western Office -§ WRIGLEY BUILDING, CHICAGO, ILLINOIS 


Inventors and: Manufacturers of the Einson-Freeman 
Patented[Double'Tier Container. Licensees for Canada, 
Somerville Paper Boxes, Ltd., London, Ontario, Canada 
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Upper Left: Oyloff’s old and new package, the latter 
designed by Simon de Vaulchier. Despite a private- 
mold bottle and larger phenol resinoid cap, savings were 
effected by elimination of half carton and use of wrap 
around label. Photo courtesy of Durez 


Lower Left: The new Squibb product uses two phenol 

resinoid caps, one on top of the other. For small quanti- 

ties the top cap is removed; for larger, the second is 
unscrewed. Photo courtesy of Durez 
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Packages Styled 
With Molded 
Synthetic Plastics 


Upper Right: A box of molded phenol resinoid for 
Stern inlay golds, with a table of Physical Properties on 
the cover. Photo courtesy Bakelite Corp. 


Lower Right: A salt shaker of phenol resinoid, maroon in 

color, recently developed by the Bernard Thormann Co. 

By pressing the knob, which has a threaded mechanism 

attached, the required amount of salt 1s emitted. Photo 
courtesy Bakelite Corp. 

















‘TO THE Nth . DEGREE! 


Automatic packaging machinery holds no terrors 
for Transpara, the new transparent packaging 
paper ... no change-overs are required ...n 
slowing-down of operation is necessary 


HANDLES LIKE GLASSINE! 


Because Transpara is a paper product, it has paper 
fibres, which—though invisible—lend body and ade- 
quate “backbone” for mechanical conversion. Trans- 
para is also moisture-resistant to a high degree, and 
is but slightly affected by atmospheric conditions. It 
will neither shrink nor stretch 


IT PRINTS! 


Transpara presents no printing worries over ordinary 
glassine printing. Inks are available from numerous 
manufacturers 


IT GUMS! 


There is no adhesive problem connected with Trans- 
para conversion. Once gummed with proper adhe- 
sives, Transpara stays gummed indefinitely 


WHO MAKES TRANSPARA ? 


Transpara is a joint product of the Rhinelander Paper 
Company and the Marathon Paper Mills Company, 
long known as dependable and reliable sources of 
supply. The origin of this new product is complete 
assurance of its dependability and proven practica- 
bility. For complete information, samples and special 
attention to specific needs, write the undersigned. 


DISTRIBUTORS 


Sheet & Roll Stock Converted Products 


Central Waxed Paper Co., Union Bag & Paper Co., 
Chicago, Ill Chicago, Ill. 
; A an Paper Goods Co., 
Diem & Wing Paper Co., — ° Chicago, Ill. 


Cincinnati, Ohio Lawrence Bag Co., 
: Middletown, Ohio 
Central aia fey Ohio Central Waxed Paper Co., 
, Chicago, Ill. 


Package Paper Co., Package Paper Co., 
Holyoke, Mass. Holyoke, Mass. 


TRANSPARA COMPANY 


Division of Rhinelander Paper Co.—Marathon Paper Mills Co. 


The Economical Wrapp er— RHINELANDER : : WISCONSIN 


TRANSPARA 


VISIBILITY »- MOISTURE and GREASEPROOF ~- AIRTIGHT 
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The Economical Wrapper— 











MACHINERY — SUPPLIES 






Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


“Electric Eye’’ Applied to 
Wrapping Equipment 


The Package Machinery Company has solved the 
problem of automatically wrapping a package in printed 
transparent cellulose with the printed design registering 
accurately. This has been done by means of utilizing 
the photoelectric cell, or “electric eye,’’ to control the 
feeding and cutting of the cellulose. 

To those who are unfamiliar with wrapping machines 
and the problems that are met in feeding and cutting 
paper it may not appear that wrapping articles in 
printed transparent cellulose is any more difficult than 
any ordinary printed wrappers. To understand, there- 
fore, why there was a problem it must be explained that 
the ordinary sheet feeding devices now in use for regular 





printed paper wrappers will not work on the former; in 
fact, no method has yet been found to feed such wrap- 
pers satisfactorily in sheet form. 

The feeding of transparent cellulose in rolls is now a 
comparatively simple matter, but while there are 
hundreds of automatic wrapping machines in use for 
this material, the wrappers are unprinted. No matter 
how accurately the printing is spaced on the rolls, nor 
how finely the unwinding mechanism is adjusted, 
changes in atmospheric conditions will cause slight 
variations which cannot be controlled. Suppose, for 
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instance, that the unwinding rolls cause a variation of 
only one one-hundredth of an inch in the length of the 
wrapper to be cut off, then, on a machine running at one 
hundred packages per minute, the design would be one 
inch off center after one minute’s run. 

The problem of feeding printed paper from a roll and 
cutting it off at the same place every time is an old one 
and various schemes have been tried to control the 
length of the sheet. Metallic inks, through which elec- 
tric contacts are made and broken, have been used with 
more or less success. Another scheme is to punch holes 
in the paper at certain intervals. Still a third is to have 
an expanding and contracting unwinding roll that is 
controlled by hand. The first two methods increase 
the cost of the paper and the third requires the atten- 
tion of an extra operator. 


The use of the photoelectric cell to 
control the feeding and cutting of 
transparent cellulose wrapping mate- 
rial in order to accurately register the 
printed design has been successfully 
applied by the Package Machinery 
Company to its equipment 


The photoelectric cell, or electric eye, as it is popu- 
larly called, has been adapted for this purpose with 
great success. By mechanically seeing a spot printed 
on the paper at regular intervals it can be made to con- 
trol the length of the sheet that is unwound at each 
revolution of the machine, thus keeping the cutoff of the 
paper accurate within one thirty-second of an inch and 
insuring that the design is located centrally on the 
package. Either a spot printed on the paper or else 
part of the design itself will do the trick. This mark 
passes over the “‘electric eye’”’ which records its impres- 








ODAY, more than ever, business needs the help of 
packages that se/l. 

A marked increase in sales is often achieved merely by 
giving a package finer appearance and greater attention- 
value... Assurance of freshness through better package- 
protection may give a product a decided advantage over 
competitors. ..And frequently a package which permits the 
buyer to “see the product” through a transparent wrapper 
will put new life into a slow-moving item. 

We have worked closely with the leading package goods 
manufacturers for the past 29 years, devising better forms 
of packaging and supplying the machinery to do the work. 
We will be glad to assist you in making a real salesman of 
your package—or to help you lower your costs. Get in 
touch with our nearest office. 

PACKAGE MACHINERY COMPANY 
SPRINGFIELD, MASSACHUSETTS 


NEW YORK CHICAGO LOS ANGELES 
LONDON: Baker Perkins, Ltd, 
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sion immediately and, according to whether it sees the 
spot too soon or too late, makes the necessary com- 
pensations in the unwinding mechanism. 

No cost is added to the paper; in fact, printed trans- 
parent cellulose in rolls is at least 10 per cent cheaper 
than in sheets. The electrical apparatus required is 
far less complicated than the ordinary radio set. It 
contains no battery, has only three tubes, one of which 
is the photoelectric cell, the other two, amplifier tubes, 
and works on alternating current. 

Expert advice was obtained on the electrical equip- 
ment that is required. Westinghouse and the General 
Electric companies have independently helped the 
Package Machinery Company in obtaining the best 
possible hookup. After a long period of experimenting, 
this feeding device has at last been perfected. Many 
installations have been made and are working success- 
fully in the candy, baking, chewing gum, biscuit, dried 
fruit and cigar industries. 


New Strapping Machine 


A new strapping machine which is said to offer in- 
creased speed of strapping application, as the stretcher 
and sealer formerly used are combined in one tool, has 
been developed and placed on the market by the Sig- 
node Steel Strapping Company, 2600 N. Western Ave., 





New strapping unit which combines two tools in one 


Chicago, Ill. It is stated that prior to this invention a 
tightening tool, which grasped the overlapping ends of 
the strapping and brought them together under ten- 
sion, and a tool for locking the seal into the strapping 
were required. The new machines perform both of 
these operations with greater speed and accuracy. 

Tests under varied shipping department conditions 
and a wide range of applications indicate a saving of 
25 to 30 per cent in time over the old method. Other 
savings are stated as follows: Cost of containers re- 
duced through using lighter material; saving in freight 
accomplished by the use of this lighter weight con- 
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tainer; handling and shipping time cut by use of quicker 
system; pilfering losses eliminated; damage claims 
greatly reduced; improved customer satisfaction and 
good-will is another natural result of an improved sys- 
tem of shipping. 


New Display Package 
Utilizes New Transparent Glassine 


The accompanying illustration shows a new counter 
display package of the Sawyer Biscuit Co., of 
Chicago, in introducing Lunchette Cookies, an in- 












The advantages of 
Trans para have been 
utilized to wrap 
Lunchette Cook- 
tes, one of the first 
products to adopt 
this new material 


rBiscuitg, | 
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novation in the 5-cent package field. Instant popu- 
larity has been accorded this novel merchandising 
scheme, which indicates that the manufacturer who is 
alive to merchandising methods keyed to present-day 
conditions, will find a responsive and profitable market 
awaiting him. 

Of particular interest in the packaging of this prod- 
uct is the adoption of the new transparent, treated 
glassine Transpara which is said to possess all the ad- 
vantages and practicability of glassine paper without 
the shortcomings inherent in transparent cellulose 
sheeting. 

This new paper is distributed by The Transpara 
Company of Rhinelander, Wis., which company is a 
division of the Rhinelander Paper Company and the 
Marathon Paper Mills Company, both long known as 
dependable sources of supply. Transpara offers to the 
merchandising manufacturer greatly increased visi- 
bility over ordinary glassine papers and with an im- 
proved appearance. Furthermore, and of greatest 
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An increasing number of progressive manufacturers are specifying BLISS 
BOXES for shipping their goods, because of their Jower cost as well as 
their superior carrying qualities. 


The picture shows a few of the BLISS BOXES used by nationally known 
concerns who have been saving many thousands of dollars every year since 
their adoption. 


Ask us how you can reduce your cost of shipping now. 


H. R. BLISS COMPANY, INC. 


Manufacturers of Wire Stitching and Adhesive Sealing 
Machinery for All Types of Fibre Containers 


NIAGARA FALLS, N. Y. 


50 Church St., James Q. Leavitt Co., 608 So. Dearborn St., Harry W. Brintnall Co., 
New York, N. Y. Ogden, Utah Chicago, Ill. San Francisco, Cal. 
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importance, it handles faultlessly over automatic 
packaging machinery. No reduction in speed of opera- 
tion is required. 

Because Transpara is a paper product, it has paper 
fibres, which, though invisible, are strong, thus pro- 
viding a finished product of great ruggedness. Even 
when through severe handling, a slight puncture or 
crack might be created, the character of this paper 
prevents such punctures from spreading, as is the case 
with film products. It is also moisture-resistant to a 
high degree, and is but slightly affected by atmospheric 
conditions either during conversion or in the finished 
product. It will not shrink or stretch, and when once 
gummed, it stays gummed. It is colorless and permits 
the true colors of the product to be revealed and also 
has a silky, glossy surface, pleasant to the eye and to the 
touch. In addition this new paper is rapidly becoming 
popular for die-cut envelopes and bags. Here again its 
extreme transparency, its attractiveness and its econ- 
omy is winning a host of friends. 


Notes of the Trade 


P. A. Steed is now New York manager for the J. L. 
Ferguson Company, Joliet, Ill. The new office is at 
909 Bryant Park Bldg., 55 West 42nd St.; telephone, 
Lackawanna 4—3324. 


Alan S. Cole is now Western Manager for Breskin & 
Charlton Publishing Corporation with headquarters in 
the Wacker-LaSalle Building, 221 North LaSalle St., 
Chicago, Ill.; telephone, Randolph 6336. 


Sylphrap excelsior is now being sold in the Middle 
West by the Pioneer Paper Stock Company, 448 West 
Ohio St., Chicago, Ill. This shredded product is made 
from Sylphrap, manufactured by Sylvania Industrial 
Corporation. 


C. R. Whiting Company, Inc., manufacturer of 
American Beauty papers, Hackensack, N. J., has 
appointed Bradner Smith & Company, Chicago, as 
distributor in the states of Iowa, Illinois, Michigan, 
Wisconson and Indiana, and has also appointed the 
John Leslie Paper Company, Minneapolis, as distributor 
in Minnesota and North and South Dakota. 


The Karl Kiefer Machine Company, Cincinnati, Ohio, 
in a recently issued folder, illustrates and describes the 
Kiefer rotary vacuum filler which is said to have been 
particularly successful in the filling of tomato catsup 
and juice. It is stated that by means of this equip- 
ment the least air contact and the least possibility of 
adding air to the product are obtainable. Working 
diagrams also illustrate the principle of this equipment. 


Frank H. Kreamer, for fifteen years associated with 
the American Lithographic Company in a sales and 
executive capacity, last as vice-president in charge of 
sales, has joined the Einson-Freeman Co., Inc., lithog- 
raphers specializing in window and store display ad- 
vertising, at Long Island City, New York. 
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Mr. Kreamer’s long experience in all the various 
forms of advertising for which lithography is the pri- 
mary medium, will make his services a valuable ad- 
junct in the sales plans of clients of the Einson-Freeman 
company. 





The New England Card & Paper Co., Inc., Spring- 
field, Mass., has recently placed on the market a 
moisture-resisting silver foil paper. This paper, which 
has an excellent high finish and closely resembles metal 
foils, has been waxed on the reverse side to make it 
moisture resisting. The base stock is a white kraft, 
giving it exceptional strength. The company has de- 
veloped this new paper, primarily for use in the packag- 
ing of tobacco, to take the place of tinfoil. 


At the forty-ninth annual convention of the National 
Confectioners’ Association held at the Auditorium, 
Atlantic City, N. J., May 24 to 26, the following 
package equipment and supply companies were among 
those occupying space on the exhibition floor: Du Pont 
Cellophane Company, The Dobeckmun Company, A. 
Klein Company, McGraw Box Company, Milprint 
Corporation, Package Machinery Company, Pilliod 
Cabinet Company and F. J. Sleicher Paper Box Com- 
pany. 


The Phoenix Flame, house magazine of the Phoenix- 
Hermetic Company, goes on a new schedule with the 
issue of June, 1932, it has been announced by that com- 
pany. 

Heretofore, date of publication has been the twentieth 
of the month, current. Hereafter, it will be placed in 
the mail on the nineteenth of the month, preceding. 
Readers of this magazine, unless located west of the 
Rocky Mountains, will receive the July issue by the 
twenty-first of June. 

The Phoenix Flame still maintains its original pur- 
pose ... that of presenting original material in an origi- 
nal manner. It serves as an interesting and informative 
supplement to the regular technical and sales reading of 
users of glass packages and metal caps. 





Snuff consumption apparently is on the increase in 
the United States, if the number of paper boxes for 
shipment of the product which are made annually 
by Robert Gaylord, Inc., of St. Louis, is any indication. 
During the first eight months of 1931, officials of 
the Gaylord concern state, the company manufactured 
1,150,000 paper boxes for shipment of snuff. Each 
box is designed to contain 72 cans of snuff, which 
indicates a consumption of nearly 83,000,000 cans. 

“Much of the snuff for which we manufacture 
boxes,’”’ said Joseph M. Arndt, vice-president of the 
company, “‘is shipped to Louisiana, Arkansas, Missis- 
sippi and other states throughout the south and many 
in the north. In view of the fact that these boxes 
were supplied to only one snuff manufacturing com- 
pany, it is apparent that the consumption of this 
product is much greater than the average person re- 
alizes. 
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New Development 
In Glassine Paper 


The Rhinelander Paper Company has taken an 
aggressive step in modernizing glassine paper. ‘‘Trans- 
para” is the name of this new paper produced by 
treating a glassine base stock, thus adding greater 
protective qualities, together with a vast increase in 
transparency. The new product is being merchandised 
by the Transpara Company, a division of the Rhine- 


Bert C. Miller, 
who 1s directing 
the selling and 
marketing ac- 
tivities of 
“Transpara”’ 





lander Paper Company and the Marathon Paper Mills 
Company whose main office is at the plant, Rhinelander, 
Wisconsin. 

Transpara, according to B. C. Miller, who is directing 
the selling and marketing activities, is designed to 
meet an insistent demand for protective transparent 
paper at a low cost. Mr. Miller, who has had wide 
experience in paper merchandising and converting, 
feels confident that, based upon the progress already 
made, it is a certainty that Transpara will in the near 
future create a vast change in wrapping practice for 
countless articles. The bag manufacturers, particularly, 
have been quick to see the value of Transpara as a 
bag paper; also the envelope makers and other con- 
verters recognize new opportunities with this inexpen- 
sive and practical paper. 


Seal Promotes Prescription Business 


Appreciating the advantage that retail druggists gain 
by using new sterilized bottles for all re-fill prescription 
orders and bringing this policy to their customers’ 
attention, the Owens-Illinois Glass Company, Toledo, 
has created a small silver and black seal for druggists’ 
use on re-fill prescription bottles. These labels, which 
assure the druggist’s care in protecting purity and clean- 
liness of contents, are available in generous quantities 
free of charge on request. 
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Brillo Package Redesigned 


In keeping with the forward looking policies which 
have brought Brillo to the front as a household product 
which enjoys unusual acceptance, the Brillo Manufac- 
turing Company recently changed its package as shown 
in the accompanying illustration. The changes are 
decided in character, yet so skillfully have they been 
worked out that 
the established 
identity has not 
been lost. 

The original 
Brillo package was 
designed between 
1914 and 1916. 
The original Brillo 
girl, so familiar to 
all consumers, has 
been modernized. 
The well-known 
apple green base 
color with the red 
lettering for dis- 
play of the name 
and the soap has 
been retained. 
Throughout the 
design there is 
simplification of 
typography, elimination of ginger bread scrolls and a 
better display of the name and product. Similar sim- 
plification applies to the other faces of the package. 
The text has been cut down to 25 per cent of that on 
the original package and the display position is now 
upright, or vertical, instead of horizontal. This makes 
it better adapted for window and shelf display. 








Positive Sealing Pressure 


The importance of the proper closure for glass- 
packed products is the subject of the booklet recently 
issued by the Crown Cork & Seal Company, Baltimore, 
entitled ‘‘Positive Sealing Pressure.” 

Beautifully bound and arranged, the book is taste- 
fully illustrated in green, gold and black, showing 
various sizes of Crown caps and reference charts as 
to their construction. 

The history of the glass package, the problems of 
glass finish to assure proper fit of the closures and the 
requirements of a good cap are given complete con- 
sideration. The advantages of the deep hook-shaped 
thread construction of the Crown screw caps for positive 
and greater sealing pressure, the elimination of un- 
desirable friction between the cap and glass threads, 
their convenience for the consumer in easy removal 
and re-sealing, are clearly pointed out. Details on 
the construction and mechanical features of this type 
cap are minutely explained, as well as the facilities 
of the company which are available to the packers of 
glass-packed products. 

















Lucky for you! Lucky for you! Lucky for youl 
Lucky for you! Lucky for you! Lucky for you! 


That is, 
if the product is a food 
in powder form 


(free-flowing or non-free-flowing) 
a single batch’ to the package. 


Because then you have no problem at all, but can follow the 
profitable example of Jello, Royal, Junket and others and 
adopt the Satchel Bag Package, which the Anderson machine— 

















Yes, we said “follow the PROFITABLE ex- 
ample’ advisedly; for the satchel-bag package 
is unique in that it is moisture-resisting, sift- 
proof, guards its contents in their original 





—makes, 
fills and closes, 
loads into carton, 
seals the carton, 
and at the rate of 
25 to 35 per minute 


complete. 


form and condition, sanitary, economical 
to make, and gives 100% satisfaction to the 
User of the product. (Needless to say, the 
Anderson machine is built only by ourselves.) 


The Fred Goat Co., Inc. 


314 Dean Street, Brooklyn, New York 





Fstablished 1893 





For the design, development and production of special devices or machines please address our Contract Division 
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Clicquot Pioneers a 
New Type of Package 


(Continued from page 48) other destructive agents that 
play havoc with package appearance. 

To fully realize how sensational is the new departure, 
it is necessary that the reader take into consideration 
the mounting worries that have attended the marketing 
of ginger ale, mineral waters and sundry other soft drinks. 
In the old days, the larger proportion of soft drinks was 
dispensed at soda fountains. The home trade in bottled 
beverages, as it developed, was principally in terms of 
two-dozen or one-dozen lots, delivered in wooden cases 
by the family grocer. All this has been changed. 
Partly by the advent of hand-to-mouth buying. Partly 
by the increase in the number of small homes, one-room 
apartments and other patterns of living quarters where 
space is always at a premium. Partly by the increase 
in the number of chain stores and cash-and-carry stores 
that require the customer to ‘“‘take away,” or make his 
own deliveries. 

In this scene of over-the-counter distribution of bottled 
beverages, the leaders of the trade have battled ener- 
getically, in recent years, to find a way out of the packag- 
ing dilemma. Retailers were grumbling that it was 
awkward and time-consuming to wrap several bottles 
under one cover. Consumers complained that a pur- 
chase of two, three or more bottles, enclosed in the con- 
ventional paper bag, was a trouble-breeder on the long 
carry. One or two national distributors introduced so- 
called “‘household packages.’ Knock-down cartons 
which were unlimbered by the dealer and fitted with, 
maybe, three or six bottles. The expedient has not 
been a universal success. And distributors have mut- 
tered discontent if asked to pay extra for the lithographed 
kits. 

Upon this perplexity the Clicquot Club Company 
now looses Twin-Pak, its new candidate. That the 
start has been made in New England territory does not 
signify that the venture is in any sense an experiment. 
The Clicquot people felt their way by a long series of 
grueling experiments which convinced them that the 
new system of packaging would not only bring about 
notable savings in the weight of shipments (and conse- 
quently in cost of transportation) but would reduce 
gratifyingly the losses from breakage. The New 
England territory was selected for the first adventure 
because that district can be covered by motor truck 
distribution. That allowed time to apply to the rail- 
roads for a freight classification on the new product that 
would enable shipment by rail in fibre shipping cases 
without internal packing other than the molded-pulp 
shells, which are self-constituted fillers. 

Having cared for these practical physical aspects of 
the introduction of its new package, the Clicquot com- 
pany is now ready to turn to the more dramatic job of 
making Twin-Pak sell the product in increased quan- 
tities and, incidentally, increase the percentage of cus- 
tomer-satisfaction. To begin with, there was a subtle 
bit of strategy behind the concentration on a two-bottle 
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package. Thorough investigation in retail stores showed 
that the purchases average two bottles each. Setting 
up the dual package provides, on the one hand, a lever 
whereby the dealer may persuade a one-bottle customer 
to raise his order to double the quantity. On the other 
hand, for purchasers who will accept any multiple of two 
bottles it is but a moment’s work for the dealer to con- 
solidate any needed number of the standard packages, 
merging these, with the aid of twine or tape, into what is 
in effect a single compact package. Another and im- 
portant factor that Clicquot executives point out in the 
introduction of this package is that it is in reality a full 
quart unit of ginger ale. Many ginger ales are packed 
in large bottles which by popular error are assumed to 
contain a quart, but which actually hold but 28 ounces. 
Clicquot Club has never been packed this way because of 
the danger of “‘flat’”’ ginger ale that is always present 
when all the contents of a bottle is not immediately 
used. Twin-Pak gives Clicquot Club customers the 
opportunity to purchase a full 32-ounce quart of ginger 
ale and yet to open but half of it at a time—a sound and 
effective bit of thrift logic. 

Clicquot stumbled, quite by accident, upon what is to 
be developed as an important talking point in its forth- 
coming advertising campaign. An officer of the com- 
pany placed a loaded shell in his household refrigerator 
for several hours before starting with a party of friends 
on a motor tour. After the party had been long on the 
road, the pulp package was opened to yield bottles with 
contents as cold as could have been expected from a 
thermos bottle. The insurance against breakage is 
also, of course, an asset with the traveling public and 
picnic parties in particular. With the hinged lid folded 
back, the pulp package is its own display carton. For 
open display it is only a few minutes’ work to remove the 
bottles needed, nesting or stacking the shells nearby for 
use when sales are made from the display. 

The first vintage of the new Clicquot containers were 
white in color and plain in surface. The present ones, 
however, are neutral in color and as was planned carry 
embossed inscriptions, molded at the time of manufac- 
ture, featuring the trade mark and the varietal name 
of the product. 

Chester D. Johnstone, vice-president of the Clicquot 
Club Company, stated in an exclusive interview for 
MODERN PACKAGING that his company would introduce 
colored containers of the new model. As rapidly as ar- 
rangements can be completed, the entire Clicquot line 
will go into the molded-pulp super-packages. It is 
foreseen that the new medium opens the door for the most 
plausible assortment packaging, designed to coax the 
consumer of the beverage line leader to become ac- 
quainted with other members of the family. Also this 
enveloping container gives bottled beverage marketers a 
chance, such as they have never before had, to employ 
package inserts in assurance that the printed stowaways 
will carry through to the consumer. Clicquot will use 
the new package to the tune of millions of units a year 
but has at present no plan to manufacture its own con- 
tainers. 
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Give Your Christmas box 
DISPLAY VALUE 


then it will 


catch the attention 
hold the attention 
sell your merchandise 


DEJONGE CHRISTMAS PAPERS 


do this and more 


they are beautiful 
they are durable 
they are distinguished 


they Cdlry a real AMERICAN CuHristm a 
message 


write for samples 


LOUIS DEJONGE & CO. 
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In every advertising design there are 
fhree human units-the arise the engra: 
ver and the printer-and only by perfect 
coordination, 6y mutual understanding 
Of each others problems can the best 
results be obtained-----the Powers 
craftsman prepares fis plate with a 
sympathetic understanding of what 
fhe artist has tried to do and of the 
pressmans problem in printing from it 


POWERS ENGRAVING COMPANIES 


- NEW YORK ~— 


216 €AST 45th. STREET \ 205 WEST 390th. STREET 
PHON€ - MURRAY HILL 2- 5900. PHONE -PENNSYLVANIA G-OGOO. 
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Rejuvenating the Christmas Box 


The primary object of all boxes is to sell goods. 
Therefore, their covering design must contribute pri- 
marily to public consciousness. 

The Christmas box, perhaps more than any other 
box, quite definitely reflects the style and standards of 
retail stores. It is immediately identified, since it is 
usually carried unwrapped and the tone of the box de- 
termines whether or not its cry will be heard. 

Louis Dejonge and Company present a line of 1932 
Christmas box papers designed and styled to the re- 
quirements of the 1932 Christmas box for retail stores. 
Design, color and finish contribute to display and sales. 
The colors are the traditional Christmas colors; the 
motifs, the familiar Christmas symbols—holly, poin- 
settia, pine and snowflake. The finishes reflect the 
usual high standard of quality in Dejonge papers. 

The line includes a group of printed glazed flint 
papers which, unlike most such prints, are both water- 
proof and non-scuffing, a real achievement in crafts- 
manship; a new and different snowflake pattern 
printed in silver on white, black, red and blue grounds; 
a holly and pine design which is a fresh interpretation 
of a popular subject, printed in red and green and red 
and silver on white, black and silver grounds, and in 
silver and white on red grounds; a poinsettia and berry 
print, a gay and lovely pattern in a variety of effects. 


Coordinating style and service for Christmas box 
problems, Dejonge also offers a variety of special de- 
signs for exclusive use over a territory. 


Four Fishermen “Land” a Package 


(Continued from page 33) free blade being so wrapped 
that the package need not be opened; a 25-cent price 
on the blades and on the razor; colored razor handles, 
and quality of the products. The blade display card‘ 
provides a magazine which holds ten packages, two of 
which are visible on the display side of the card. Two of 
these cards are packed in a sealed carton, together with 
two appropriate window streamers. The razor display 
card carries ten Conrad razors. The Vadsco Sales Cor- 
poration, New York City, is sales representative for both 
products. 

The moral of this story—and it must be admitted that 
the evolved package in this case embraces a distinctive 
idea in merchandising—is that fishing trips are to be 
encouraged. Whether the catch be worth bragging 
about or not, it is certain that considerable thought is 
afforded, with perhaps constructive talk—all of which 
may be conclusive to better ways of doing things, even to 


' Hesser Machine Company 
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DEVELOP 
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Machine made 
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for all kinds of 


CONFECTIONERY 
and 


BAKERY 
PRODUCTS 


Box Co. 


New York Office, 51 Madison Ave. 
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Lustrous Colors Speed the Sale 


of products packed in unbreakable H YCOLOID ... 


No other containers achieve the harmonious effect of Hycoloid containers, 
with their labels colorfully processed in production. There’s beauty in the 
color, the glossy surface, the dainty featherweight quality .... and there's 
protection from breakage, too. 


Made seamless, odorless and moisture-proof, they can be filled by hand or 
machine, and capped with any type of closure. 


VIALS—JARS—BOTTLES—TUBES 





Perfect for Packing Group Products! 


There’s a distinction in Hycoloid 
containers that cannot be matched 
by any other type. 


You've got to see them, before 
you really know their advantages. 





So, send for samples. - 


TSH YGIENIC TUBE & CONTAINER CO. 


46 Avenue “L” Newark, New Jersey 

















Perhaps EMBOSSING Can Give Your Product 
That Needed SALES APPEAL 


An almost unlimited variety of distinctive and 
original designs and effects to modernize your 
products are afforded by the use of 


WALDRON 
EMBOSSERS 


Regardless of the kind of goods, the complete 
Waldron line will provide a Waldron Embosser 
to meet the particular requirements for speed, 
pressure and tension. Only a machine cor- 
rectly designed and proportioned with respect 
to these important factors can assure required 
production efficiency with desired operating 
economy. 





























We invite inquiries regarding new 
embossing equipment or replacement 
of existing equipment. Embossing 
Catalog on request. 


Waldron Centennial Embosser 


JOHN WALDRON CORPORATION 
MAIN OFFICE AND WORKS, NEW BRUNSWICK, N. J. 


CHICAGO, ILL. NEW YORK PORTLAND, ORE. 
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Why seal your tubes with clips when you can 
obtain a more decorative and dependable 
closure, at lower cost, with the new Colton 
Closure? 


You'll find it a profitable investment right 
from the start—because it will effect savings 
in time, labor and ma- 

terial daily. 


A sample tube sealed by 
this method, together 
with further informa- 
tion, will gladly be sent 
on request. 










No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 





ARTHUR COLTON CO. 


2600 East Jefferson Avenue 
DETROIT - MICH. 
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LAKE PLACID, NY. 


VACATION SPOT 
SUPREME! 
Rolling mountains..... 
beautiful lakes..... boating 
sual swimming.....riding..... 
dancing..... golf..... tennis 
wiceidl these and numerous 
other attractions are offered 
by Lake Placid’s only fire- 

proof hotel. 


THE MARCY 
AMERICAN PLAN 
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RATES TO FIT 
EVERY PURSE 








World’s 
Tallest Hotel 
46 Stories High 


LEONARD HICKS 
Managing Director 





The extra attention given to the needs of guests 
will favorably impress you. Nearest to stores, 
offices, theatres and railroad stations. Each 
guest room is outside with bath, circulating ice 
water, bed-head reading lamp and Servidor. 
Housekeeper on each floor. Garage facilities. 


2500 ROOMS $3.00 UP 


MORRISON HOTEL 


Madison and Clark Streets CHICAGO 








The Glass Container— 
A Salesman 


(Continued from page 38) wide, a popularity deriving 
from the products themselves and their manner of 
packaging. 

To this company, packaging assumes a double mean- 
ing. It is not sufficient that its products be enclosed in a 
container that will show them in all their gustatory ad- 
vantages. The arrangement of the contents of the con- 
tainer is one of the most important essentials in their 
packaging. In fact, this phase takes first place. And it 
takes first place due to the very nature of the container 
used. Because of the transparency of the latter, the 
visibility of the content takes on added weight and 
doubles its functions for possession appeal when dis- 
played and arranged in a striking manner. 

The rare fruits and condiments packed by the Raffetto 
company are of themselves extremely attractive. Be- 
cause of this fact, the company’s idea has been to pro- 
vide a rich, dignified container of flint glass bearing a 
severely plain white label as an appropriate background 
for the luxury of the article itself. This type of glass 
container,'! shown at the extreme left on the upper row of 
the illustration on page 38, has been used by the 
company almost since they started in the packing in- 
dustry. Even today, since the merits of glass containers 
are outstanding for creating consumer interest, this type 
of container constitutes a large part of the company’s 


packaging materials. Not that any containers other 
than glass are used. Simply that, realizing present 
trends in economic life and their ultimate and direct 
effect as related to the packaging industry, other types of 
glass containers! have been added to the company’s list. 

If a product be distinguished in itself, it is logical to 
deduce that its package need be none but the most simple 
and dignified. All the containers used by the Raffetto 
company are designed along these lines. Each line of 
products, however, has its own individuality as is evi- 
denced by the various types of closures and different 
label designs. 

An interesting and, in this day, unusual story lies be- 
hind the use by G. B. Raffetto, Inc., of their various 
labels and closures. Having built up a reputation many 
years ago for quality products packed in the severely 
simple glass jar and plain white printed office label, the 
company states that its consumers, in the majority of 
cases, prefer the containers in their present forms. On 
the other hand, there is another element to whom the 
decorative jar with the band or Amerseal closure? make 
a decided appeal. This latter type of container also, the 
company finds, lends itself as a bon voyage gift, as a gift 
for convalescents, for holiday basket gifts, etc. And be- 
cause of the different lines of these various containers, 
the company feels that an entirely differently designed 
label adds to the individuality of the line. 





1 Hazel-Atlas Glass Company 
2 Anchor Cap & Closure Corp.; Phoenix-Hermetic Company 








SELL THREE ITEMS 





instead of one! 


Y combining several products in one at- 

tractive selling unit, the size of the 
individual sale is greatly increased. The 
beauty and utility of Bench-Made Boxes by 
Ferdinand Buedingen play this important 
part in the merchandising of many products. 
Our stylist is at your disposal. 


FERDINAND BUEDINGEN 


COMPANY, INC. 
ROCHESTER, N. Y. 


BENCH-MADE BOXES .. DISPLAYS .. SPECIALTIES 
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Watch Those Eyes = 








Watch a woman’s eyes when she is on 
a shopping tour. They rove from 
shelf to shelf, from package to pack- 
age. When an article “clicks” a sale 
is made. 


Your package must make those eyes 
stop, look, and glisten. Your package 
must compel attention. 


In the 


HOME x 
in 


And if your package has done its job 
in the store, it continues to work for 
you in the home. Not once, but many 
times, it attracts those eyes, repeating 
over and over the message of YOUR 
brand and YOUR product. 


You can rely on “‘U 8” for labels and 
cartons that have the power to attract 
those eyes. Many of America’s “‘best 
sellers” are packaged by “US.” 





TRADE MARK INFORMATION 
Don't adopt new brand names without making sure they are avail- 
able. Consult the Trade Mark Bureau of the United States Printing 
& Lithograph Company, Cincinnati. The service is free. 











“Color Printing Headquarters”’ 


THE UNITED STATES PRINTING 
& LITHOGRAPH CO. 


CINCINNATI BROOKLYN BALTIMORE 
312 Beech St. 212 N. 3rd St. 112 Cross St. 
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Florists Say It with Packages 


(Continued from page 50) aging. Irene Hayes’ boxes 
are of good quality white, glazed cardboard. Three 
of them are decorated with her trade mark, a Colonial 
lady in bouffant skirt. The illustration is in black, the 
only color on the box being the gold line forming the 
border. For orchids she uses a special octagonal basket 
box covered with decorative paper, combined with gold. 

The Greenwich Village Flower Girl (the Little Theresa 
Flower Shop) uses plain boxes for flowers. However, 
she carries a side-line which has become an important 
part of the business, a sachet of rose petals and lavender 
sold in special, diamond-shaped colored boxes of her 
own design. 

The newly established Hawthorne Flower Shop in 
Greenwich Village has attracted considerable attention 
because of the unusual advertising policies followed by 
the enterprising proprietor. Her glazed, white box 
bears an attractive floral design in green with green 
border and the word ‘‘Hawthorne”’ in black lettering. 
The effect is light and pleasing. 

Although florists are divided in their views as to the 
appearance of the outside of the package, they are 
unanimous in the opinion that the interior should be 
artistically arranged. What to use as a bedding for 
flowers, whether to use any bedding at all, should the 
lining of the box be green or white, should there be 
enclosures in the package, are questions asked every 
day by florists. 

Several different forms of bedding are used: foliage 
or fern, plain wax paper, shredded wax paper. Some 
florists use shredded wax paper for delicate flowers to 
protect them from rubbing against the box; others 
employ it for all deliveries. It forms an attractive 
background, but if the package is carelessly opened, 
the shredded paper can be something of a nuisance to 
a housekeeper who doesn’t like to clean rugs. 

The practice of enclosing book-marks, calendars or 
various other types of material with flowers is favored 
by many florists. The inclusion of a leather-bound 
diary with the gift of a steamer basket is a custom 
followed by Okkerse, on lower Fifth Avenue. Fleisch- 
man sometimes encloses a tag bearing instructions for 
the care of the flowers or plant as: ‘This basket contains 
a tin lining. Please see that same is filled with water to 
the top.’”’ Dard sends a book-mark calendar. The 
Fifth Avenue Florist Shop also sends a book-mark; 
their dahlia book-mark informs the recipient that dahlias 
have a tendency to wilt quickly and will not stand draft 
or heat; that they should be placed in a deep receptacle 
with at least two-thirds of the stem in lukewarm water. 
Goldfarb encloses an attractive green and white card 
bearing the advice that the stems of flowers shouid be 
cut immediately upon their receipt; that stems should 
be immersed deeply in water for one hour before ar- 
ranging, and inviting the client to telephone the Service 
Department of the store regarding any possible com- 
plaint. 

The handwriting on the wall is clear. Florists have 








Make Your Product 
“STAND OUT” 


-at the 
Point of Sale 











with a Wire Display STAND! 


JNCREASE the sales appeal 
of your product right where 
the buying is going on—and ean 
when it is going on. See 
that it gets displayed inside the 
store. It cannot advertise and 
sell itself on a shelf. lp en al 
Furnish a Union Display Stand _— 
or Rack (free or at cost) with 
your merchandise. Dealers ee 
know these sales-getters bring velopes. Food products, 
them bigger profits. And ac- prin ggg si 
cordingly, you'll find they 
bring you bigger sales. | 
Investigate the surprisingly 
low prices on Union Display 
Stands. If there isn’t a stock 
model to exactly suit your 
needs, we'll design one for 
you. Send the coupon for 
illustrated bulletin at once. 
UNION STEEL PRODUCTS CO. 
521 Berrien St., Albion, Mich. 
Mail Coupon Now! 





ILLUSTRATED 





Paper products like napkins, 
plates, doilies, etc., usually 
are hard to display. But 
this rack effectively displays 


This double easel rack is 




















UNION STEEL PRODUCTS CO., | 
Albion, Mich, 
© Please send complete information on your display equipment. | | 


0 Please have representative call. 


hf 
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Reminder! 


HAT better advertisement could 

you wish than a container for 
your product that could be put to 
every-day use, where it ‘would be a 
constant reminder of the article it 
originally contained? 


Such a container is shown above. This 
beautiful, rich looking cigarette box 
originally contained a pair of men’s 
garters. Now it serves as a daily 
reminder of that particular garter. 


This is just one example of the kind of 
molded containers designed and manu- 
factured by Auburn. Why not let 
Auburn Package Engineers design a 
modern, rich, ever-remindful molded 
container for your product? 


Write them today—stating your 
problem. 





BUTTON WORKS n= 


AUBURN, N. Y. 


Since 1876 molders of Celluloid and Phenolic Compound 
Parts; also Lumarith, Beetle, Plaskon, etc. 
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MACHINE OR HAND OPERATION |: 


FOR 
CELLOPHANE 
WINDOWS 


A perfected and fool-proof 
Adhesive is now available for 
gluing Moisture-Proof Cello- 
phane and Protectoid Win- 
dows into both Folding and 
Set-Up Boxes. 


M-751 


is adapted for use by hand 
and on all types of auto- 
matic machines. 


Strongly adhesive 
Dependable 
Uniform 
Reasonably Priced 


NATIONAL 
ADHESIVES 


CORPORATION 


Home Office—820 Greenwich St., New York 


1940 Carroll Ave., Chicago—883 Bryant St., San Francisco 
15 Elkins St., Boston—1305 Germantown Ave., Philadelphia 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


: Sales Offices in all principal cities mK 














MODERN PACKAGING 


begun to ‘‘dress up’’ their packages; the practice will 
develop as time goes on. It will be a long time before 
decorative packaging will be generally adopted, and it 
may never be adopted where price is an important factor. 
Florists are forced to carry too wide an assortment of 
boxes to be able to bear the added expense of decorative 
coverings for all deliveries. Also, it would be difficult 
to find a decorated box which would suit all flowers— 
an orchid-colored box is charming for a violet corsage, 
but it is not suitable for American beauties. Con- 
servatism, too, plays its part in slowing up the prog- 
ress of the packaging movement in the floral industry. 
However, it is only a matter of time before it will be 
generally recognized that flowers, because of their 
beauty, deserve an appropriate setting. There is as 
much reason for the florist to employ a beautiful package 
for his product as there is for the cosmetic manufacturer 
to offer bath salts, perfume or toilet water in a Lalique 
jar. 


Insurance for Consumer Interest 


(Continued from page 31) of a silver cover of Colonial 
design for the jar, notched conveniently for a spoon. A 
short time later this was made complete by adding to the 
cover a silver holder or cup in which the Rose Jar fitted 
perfectly. This silver service was sold to the dealer at 
cost and was attractively packaged in a striking set-up 
box, covered with tasteful decorative paper. Here, in- 
deed, was assurance that Kirgan’s Arcadia Farms pre- 
serves would reach the attention of consumers and 
that, through the appeal of the attractive jar, plus the 
silver service, the products would eventually be placed on 
the consumer’s table. 

The experiment on the Rose Jar having shown the road 
to increased profits, through the medium of modern 
packaging, this means was adopted also in the distribu- 
tion of the company’s ketchup and chili sauce. The de- 
velopment of what the company calls the Vase Jar! fol- 
lowed. Not too far removed from the generally accepted 
containers for these products, the new jar had a wide 
neck, shaped like a vase. This container equaled the 
success of the Rose Jar and immediately the company 
entered on a redesign program which affected all of their 
production. 

The distinctive character of Kirgan’s Arcadia Farms 
products urgently demanded packages and labels which 
would reflect their quality and this fact was continuously 
borne in mind during the redesign program. With the 
additional aid of pulling merchandising helps, the com- 
pany reports that despite the severest kind of competi- 
tion and low prices continuous progress has been made. 

‘‘We have used glass packages almost entirely,” said 
L. E. White, secretary of Kirgan’s Arcadia Farms, Inc., 
‘because our products have natural beauty and appetite 
appeal. It has been our aim to devise every possible 
expedient for helping our products to sell themselves. 
Beautiful but practical packages, attractive but refined 
looking labels, have been of incalculable help.” 














You can make your package a forceful salesman by using 
Cin-Made Fibre Cans. Packers of all kinds of commodities use 
Cin-Made Containers because they are distinctively designed and 
properly constructed. For thirty years we have specialized in 
the creation of quality Fibre Cans and Mailing Tubes, and our 
extensive experience in this work enables us to render an unusual 
service. From a diversity of styles, sizes and colors — either 
with paper or metal ends — there is a Cin-Made Fibre Container 
for your individual requirement. Without obligation or cost, 
we will show you what we can do for you. 





THE CINCINNATI MAILING DEVICE COMPANY 
297 EGGLESTON AVE. » » 






IRRESISTIBLE / 


Whether you manufacture 
jewelry or watches, station- 
ery, cosmetics, confectionery, 
cutlery or fine instruments— 
nothing could aid so much to 
make a pleasing presentation 
of your product as a Chicago 
Molded Container. Let us 
help you to determine on the 
most effective design. With- 
out obligation on your part, 
we shall be glad to submit 
suggestions. 








CHICAGO MOLDED PRODUCTS CORP. 
2149 Walnut Street - - - Chicago, Illinois 
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REDUCE 


PACKAGING COSTS 


Now is the time to im- 
prove your packages and 
reduce your packaging 
costs. You can do both 
with Cleveland Containers. 
Many manufacturers have 
made this change and 
materially reduced their 
packaging costs—and at the 
same time increased their 
sales through the improved 
package. 


In the Cleveland line you will find a size and 
type of tubular container for practically every 
packaging need—and at a reasonable cost. 
Why not investigate Now? Write for complete 
details and let a Cleveland man help you with 
your packaging problems. 


THE CLEVELAND CONTAINER CO. 
10421 BEREA ROAD, CLEVELAND, OHIO 


Detroit Pittsburgh Hoboken Philadelphia Rochester Chicago 











We 
Y NEW 
SALES AID, 


The sparkling, brilliant lustre, and the magnificent colors 
of CELLO Ribbon add an unusual decorative quality 
to your packages. Write for samples and prices. 
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REG.U.S.PATENT OFFICE 


Licensed under U.S. Patent No. 1,406,148 


In 8 Colors Made of 
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| FREYDBERG BROS., INC. 
11-19 W. 19th ST. 
K NEW YORK, N. Y. 
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Washington News 


Simplified Practice Recommendation No. R64-30, 
covering one-pound folding boxes for coffee, is now avail- 
able in printed form according to the Bureau of Stand- 
ards, U. S. Department of Commerce. Recommenda- 
tions establish the following dimensions and capacities 
for these boxes: 4°*/s in. x 2*/, in. x 6 in.; capacity, 
723/16 cu. in. and 4°/s in. x 2°/, in. x 6'/2 in.; capacity, 
78'*/6, cu. in. The two sizes are recommended to take 
care of differences in bulk. 

Copies of this recommendation, which was proposed 
and developed by the industry, can be obtained from 
the Superintendent of Documents, Government Print- 
ing Office, Washington, D. C., for 5 cents each. 


q 


Secretary of Agriculture Hyde signed an order, May 
25, revising certain standards under the McNary- 
Mapes Amendment to the Federal Food and Drugs Act. 
The revised standards will go into effect in 90 days. 
The revisions, which are printed in Service & Regula- 
tory Announcements, Food and Drug No. 4, Revision 
2, apply to changes in the printed labeling required 
on substandard goods. They also modify require- 
ments in the legal fill of container. The Secretary’s 
announcement also makes public changes in previously 
announced standards for canned peas, peaches, pears, 
tomatoes, apricots and cherries. A copy of the re- 
visions may be obtained by writing the Federal Food 
and Drug Administration, Washington, D. C. 

The McNary-Mapes Amendment of July 8, 1930, 
authorized the Secretary to formulate and announce 
to the trade and public a form of printed labeling of 
canned foods which fall below the official standard. 
This statement, ‘“Below U. S. Standard, Low Quality 
But Not Illegal,’’ has not been changed so far as sub- 
standard canned vegetables are concerned. After 
August 23, however, substandard canned fruits must be 
labeled, ‘“‘Below U. S. Standard, Good Food, Not High 
Grade.” 

Feb. 16, 1931, the Secretary announced that canned 
foods are considered as of standard fill if the entire 
contents occupy 90 per cent or more of the volume of the 
closed container. It was required that canned goods 
falling below that fill must be labeled with the words, 
“Slack Filled.’’ The revision of May 25 defines canned 
food as of standard fill ‘when neither the headspace 
nor the amount of water, brine, sugar solution or other 
packing medium is excessive.’”’ The new revision re- 
quires the label ‘‘Below U. S. Standard, Slack Filled,” 
on canned fruits and vegetables which do not meet the 
headspace requirements. Those which contain excess 
added liquid must be labeled, ‘‘Below U. S. Standard, 
Slack Filled, Contains Excess Added Liquid.”’ 

The Secretary’s revisions also include certain changes 
in previously announced standards for canned peas, 
peaches, pears, apricots, tomatoes and cherries. It is 
thought that the revisions will, in general, tend toward 
requiring higher quality in standard products. 
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Women 
love style. 


They follow closely the 











color trend of fashion. 


They are attracted by 





smart new colors, but 








avoid those on the wane. 


Also . . . women buy most of the packaged mer- 


chandise sold today. 


Your package will stand a definitely better chance of 
selling if the covering is one of the new, smart VANI- 
MODE papers. VANI-MODE style-appeal papers 


accurately reflect the color and design vogue of today 
Specify 
VANI-MODE 

At the same moment that fashion magazines, radio Style-Appeal Papers 
and stores are featuring the latest colors, your pack- by Middlesex. 

aged products, dressed in those identical colors, can Dip ic tool ped hone 
be on display — SELLING! sample book?) 


and tomorrow. 
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MIDDLESEX PRODUCTS COMPANY 


A MODERN MILL 


111 Putnam Avenue Chicago Office 
Cambridge, Massachusetts 308 W. Washington Street 

















A Book on Boxmaking 


Containing over two hundred detailed diagrams and 
accompanying descriptive information which relates to 
each, a recently published book, ‘“‘Paperboard Packet 
and Cardboard Box Manufacture,” by E. T. Ellis, in- 
cludes examples of paper boxes which are applicable to 
almost every industry. Mr. Ellis will be remembered 
as the author of a series of articles, ‘Paper Wrapping 
for Confectionery,’ as well as other articles on wrap- 
pings which have appeared in MODERN PACKAGING. 

As pointed out by Mr. Ellis in the preface, the book 
is a trade handbook. ‘“‘It is a practical book for prac- 
tical men and shows how to cut, slit, glue, fold, stitch 
and print existing models which by actual use have 
proved their serviceability.’ Published by Crosby 
Lockwood and Son, Stationer’s Hall Court, Ludgate Hill, 
London, E.C.4, England. The price is fifteen shillings. 


@ STITCHING EQUIPMENT 


BostiTcH SALES CoMPANY, East GREENWICH, R. I., has issued 
a descriptive illustrated folder which affords a quick glimpse of 
representative Bostitch stitching and stapling equipment and 
their uses. The title of this folder is ‘‘Guarding Against Profit 
Thieves.” 


@ BOX COVERS 


THE LATEST SAMPLE BOOK from the Beekman Paper & Card Com- 
pany, Inc., 137 Varick Street, New York, contains the entire 1932 
line, including exquisite numbers just introduced as well as em- 
bossed glassines in charming pastel shades. 


THE REYNOLDS MetaLts Company has announced a new line 
of embossed foils which is called the ‘‘floral design’’ and comes in 
the following colors: silver, red, green, blue, purple, light gold 
and dark gold. 

q 


Middlesex Products Company has moved its office 
from 38 Chauncy St., Boston, to the factory, 111 Putnam 
Ave., Cambridge, Mass. 


A. W. Renz, president of the Tru-Lax Corporation, 
has announced the appointment, effective April 25, 
1932, of Harold F. Ritchie & Company, Inc., 40 East 
34th Street, New York, as exclusive representatives of 
that company’s products. List prices and trade dis- 
counts will continue as in the past. 


The trend of paper production in the United States 
at the end of the first quarter of 1932 showed a moderate 
upward movement, and, according to identical mill re- 
ports to the statistical department of the American 
Paper and Pulp Association, the total production for 
the three months was 7 per cent below that of the corre- 
sponding period in 1931. 


The New York office of Interstate Folding Box Com- 
pany, of Middletown, Ohio, has moved to larger quar- 
ters at 130 West 42nd St. Martin Rosen, manager, re- 
ports expanding activities with a number of new de- 
velopments in the folding box and packaging fields. 














Enjoy 

the convenience 
of stitching wire 
in ten-pound coils 


F YOU use stitching wire in five- 

pound coils here is a money-saving 
suggestion—change to ten-pound coils of 
Silverstitch. With a ten-pound coil, your 
operator can stitch 50% more boxes than 
formerly, before stopping for a new supply 
of wire. On every hundred pounds of 
stitching wire, you save ten stops for coil 
renewals. 


These full-weight ten-pound coils cost no 
more per pound than the five-pound coils. 
Like all coils of Silverstitch, they are 
accurate in temper, width, and thickness; 
wound in one continuous piece; galva- 
nized to prevent rust. Try the ten-pound 
coils on your next order. Spool clearance 
needed for ten-pound coils is 712 inches. 


FREE SAMPLE 
Send for a free five-pound coil of 
Silverstitch today. Test it thor- 
oughly. You, too, will say that 
Silverstitch is better than any 
stitching wire you’ve ever used. 


In the .103 width Silverstitch is made in four 
sizes: .014, .017, .020, and .023. In the .060 
width, two sizes: .024 and .0205. 


ACME STEEL COMPANY 


General Offices: 2840 Archer Avenue, Chicago 
Branches in principal cities 
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How much was your loss on return goods last month? 


What portion was due to evaporation or leakage? 












CHECK THIS UP YOURSELF! 


‘-¢+FTLMASEAL”’ 


(the double seal of cap and film) 


has eliminated this loss for many well known concerns. 


Send us your package to ‘““FILMASEAL”’ and return to you. 


FERDINAND GUTMANN & COMPANY 


BUSH TERMINAL NO. 19, BROOKLYN, N. Y. 


Bottle Closure Specialists since 1890 
METAL SCREW CAPS 


SANISEAL METAL CAPS DISTILLED WATER CAPS 
CROWN CORKS SPECIAL PURPOSE CAPS 
FILMASEALS POUR-OUT 
Trade Mark Reg. Pats. Pending 
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WHEN ORDERING 


CORRUGATEDor SOLID FIBRE 
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ROBERT GAYLORD, INc. 


GENERAL OFFICES~*~ SAINT LOUIS 
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If you are Aiming at 
INCREASED SALES 
And you are Sighting Thru 

EYE APPEAL,-— 


You will hit the Bullseye 


~ Most Frequently 
If Your Package is made of 


Made at Ridgefield, New Jersey 
by the 
LOWE PAPER COMPANY 


Representative in Canada 


W. P. BENNETT & SON 


32 Front Street, West 
TORONTO 


This Insert is 
Ridgelo Gold Coat Folding Boxboard 
Lithographed Both Sides 

















SAVE TIME! STOP 
at the BISMARCK 


The BISMARCK is close to 
the wholesale district . . . 
on| La Salle Street . . . in 
the theatre district... 
three blocks to Mer- 
chandise Mart. 
Quiet, outside 
rooms . . super- 
comfort beds . 
soft water for bath 
. mail signal in 
each room... re- 
nowned cuisine. . 
service of hospitality. 


Rooms with bath, $3.50, 
$4, $4.50, $5, and $6. 
Rooms without 


bath, $2.50. 


Otto K. Eitel Write for Booklet with 


Manager YLQALS Downtown Map 
BISMARCK 


}—— RANDOLPH AT LA SALLE 
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T. ERE’S always a hearty 
welcome for you at The Benjamin Franklin, 
Philadelphia’s largest and most modern hotel. 
Perfect location ... service... comfort 
-. that is why most travelers stop here. 
Twelve hundred rooms, each with bath. 


3 Restaurants 
“AT THE DOOR” Garage Service 


LARGEST UNIT IN THE UNITED HOTELS CHAIN 
HORACE LELAND WIGGINS, Managing Director 


7H BENJAMIN FRANKLIN 
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| PHILADELPHIA 








“IT’S 
QO. a. like a charm on 





MOISTURE-PROOF 
TRANSPARENT 
CELLULOSE” 


EPORTS like this come to us from 

one plant after another, where 
they have adopted one of our perfected 
adhesives made especially for use on 
moisture-proof transparent cellulose. 
We have standard formulas for use on 
moisture-proof transparent cellulose. 
Which one we recommend depends on 
the way the adhesive is applied and 
other factors involved in its use. 


Write us about your requirements. It 
won't obligate you. 


UNION PASTE CO. 


200 BOSTON AVE. 
MEDFORD MASS. 





























“SPRING SPECIALS); 











FiLe your lungs with the fia 
balmy ocean air that builds iE 
you up and makes you feel 

younger, healthier, happier. HH 
Enjoy Atlantic City at its best. She 








Room and Meals * 
with Private Bath 
and Shower... 


Special Weekly Rates. iE 
NEW — FIREPROOF #i& 








Overlooking Boardwalk and Ocean [ant 


mM ADISON 


ATLANTIC CITY 


NEW JERSEY 
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DEVOE’S PAINT AND COLOR PRODUCTS 
NOW PACKAGED IN MODERNIZED TUBES 











The Old Tubes 


at the right show just a few of the old style 
tubes in which the paint products and colors 
manufactured by Devoe & Raynolds had been 
sold. Paper labels lacking uniformity of de- 
sign, type or color were used for identifying 
the products .. . of which there are ten 
different brands. 


The New Tubes 


shown at the left are lithographed with a dis- 
tinctive design which gives a definite family 
resemblance to the products. Furthermore, each 
brand has a symbolic insignia which enables 
retailer and consumer quickly and easily to 
recognize the brands. 


Color identification bands automatically visualize 
the family of colors and positive name lithog- 
raphy tells the exact color contents. 


The new tubes are exclusively manufactured by 
Peerless. 


PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 








“IT’S THE 





YOU EVER SAW!” 


The more your customers like to use your prod- 





uct, the more of it will get consumed. And this 
frequency of use, this discrimination in favor 
of your brand, depend not only upon the excel- 
lence of what you make. Now, more than ever, 
they depend upon the container in which your 


product goes to market. 


To our way of thinking, a container should be, 
and can be, far more than just a container. It 
can be merchandising ammunition, astimulator 
of consumption, a builder of sales. It can bring 
more rapid prominence to new products, and 
it can do much to revitalize old ones. It can be 
a spotlight that sets the product apart from com- 


petition, wherever it is bought or used or sold. 


The American Can Company view-point is as 
valuable to the small concern as it is to the 
large one — and equally available to both. 
Great customers from little ones frequently 
grow —as our lists overwhelmingly show. 
We try to make it valuable for all our cus- 


tomers to do business with us. 


AMERICAN 
CAN COMPANY 


230 PARK AVENUE 
NEW YORK CITY 




















